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It helps you to sell 
because you know... 


After many years of experience with the DAREX trademark, 


you know just how you can depend on the construction of 

shoes with DAREX insoles. You know that the style lines 

will last— you know that the built-in firmness, resilience and 
flexibility will continue the cushiony, underfoot comfort your customer 
feels at the fitting stool. DAREX insoles are manufactured — from natural 
and man-made materials — to deliberately provide the qualities of an ideal 
shoe foundation. Specify DAREX Insoles and get something you know. 


DEWEY ano ALMY CHEMICAL COMPANY . 


CAMBRIDGE 40, MASS MONTREAL 32. CANADA 
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out ‘een ¢ « All who possess a first-hand 
knowledge of fine calfskin 
agree that TANDRITE gives 


unqualified assurance of high- 





est quality... uniformity of 
color...certainty of perma- 


nent beauty and service. 
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“OLD LACE” 


Style #3878-6 


DRUTIGH WALKERS 


MADE IN THE USA 


by J.P. SMITH SHOE CO. Chicago 





A high-riding. side-lace two-eye- 
let tie. Smooth calfskin with 
closed back and square open toe. 
Built on the patented Synchro- 
Flex construction, with rolled 
edge sole and 14/8 leather heel. 










HUBSCHMAN'S CALF, 
#1071 Brown 
Also in black, red. green 











E. HUBSCHMAN & SONS INC. 
PHILADELPHIA+ PENNSYLVANIA 
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4 shoes! 
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new colors! 
same wonderful quality! 





will lure your customers ... put them in a mood to 
buy—and buy Vitality Shoes. And to make sure they 


Profits ahead for Spring ’50—when you feature the 
new line of Vitality Shoes. In an inspired array of 


pumps, sandals, straps and ties fashioned in smart 
leathers in the new Spring shades, your customers 
will find the right shoe for every occasion. 


Eye-catching full-color ads in powerful selling 
magazines—Life, Ladies’ Home Journal, Good House- 
keeping, Cosmopolitan, Mademoiselle, Seventeen— 


get into your store, Vitality has prepared merchan- 
dising helps—newspaper tie-in ad-mats, display cards, 
folders, etc. 


So get set for Spring... plan now to stock, display 
and advertise Vitality Shoes. Then watch the custom- 
ers flock in... watch your profits bloom...and bloom! 





more-for-your-money Shoes 
and Vitality Open Road Shoes for Outdoor and Campus Wear 





Complete range of sizes and widths + Made by America’s largest shoemakers 


VITALITY SHOE COMPANY e DIVISION OF INTERNATIONAL SHOE COMPANY « ST. LOUIS 3, MISSOURI 
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ADVERTISED” 


PARENTS’ MAGAZINE 


December, 1949 





MODEL 1421 


White and 
Turftan Glovelk 
Saddle Oxford. 






MODEL 1456 
Turftan An- 


GOODHOUSEKEEPING ‘Seema 





January, 1950 The flexible 
shank of all 
Another Lazy-Bones Advertisement Lazy-Bones f 
Will Appear in February SEVENTEEN Shoes—with 
either leather, ( 
Here's another reminder to millions of shoe wearers nap or crepe 
that Lazy-Bones Flexible Shank Unlined Shoes are the soles—insures { 
“Utmost in Comfort and Quality” ... another advertise- the utmost 
ment in the continuing campaign that keeps Lazy-Bones te comfort, ¢ 


constantly on the move out of dealers’ stores through- 
out America. 
if you hold a Lazy-Bones franchise, you know that in 





addition to a superlative in-stock product and consistent 
national advertising, the Lazy-Bones Shoemakers sup- 
ply you at no cost, with a complete store promotion 
and local advertising program. 

If you aren’t a Lazy-Bones dealer — and there isn't 
one in your locality — we have an interesting profit- 
story to tell you. Just drop a card to Dept. BS-1 1 


THE LAZY-BONES SHOEMAKERS 


Division of 





Complete range of 
Styles — which include 
leather, nap and crepe 
soles —in Cradle Step- 
pers 4%-8 B.C.D.E— 
$4.95; Juniors 82-12 A.B. 
C.D.E.— $5.45; Juniors 
12%-3 A.B.C.D.E— $5.95; 
Senior sizes 32-10, AAA thru 
C— $6.95, $7.95, $8.95. 


fm 


a 


IP 


THE LAZY-BONES SHOEMAKERS Dept. GH -1 
10th Floor + Shell Building + St. Louis 3, Mo. 


THE JUVENILE SHOE CORPORATION OF AMERICA a 
10th Floor Shell Building + St. Louis 3, Mo. a 


For name of your nearest dealér, write ' 
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South Pacific 
to 


North ay 
Atlantic... ij eae)“. 






women make happy talk for retailers 
who have plenty sizes and snap-snap styles in 
white kid shoes for the warm season. 


G. LEVOR & CO., INC., Gloversville, N. Y. 
Tanners Since 1876 
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NEW Styling FIRSTS 2, 
YOUR 1950 Selling 
























tHE Valley stapum 
by Cambridge 


Available in Women’s 
in Black and Brown 


THE Cambridge RUBBER COMPANY 


by Cambridge 


The profitable volume of rubber foot- 
wear merchandising by the Nation's 
smartest retailers is featuring FAMILIES 
of a few key-selling types. . . in stylings 
to fit each different wardrobe need. 

Illustrated, is Miss America’s favorite 
boot, styled and expertly made the way 
she wants it. More important still (for 
your repeat-business) it is shaped on a 
masterpiece designed by Cambridge's 
own Last Factory. The Cambridge 
Rocker Last makes it entirely NEW in 
better-fitting ... better wearing ... 
better looks! 

This is only ONE of the Cambridge 
FIRSTS. Ask to see the new variations by 
Cambridge, in this type boot, for your 1950 
Merchandising. 





See the NEW FIRSTS in Foot 
Fashion by Cambridge—On 
display at Hotel New Yorker ° 
—Rooms 611-612 . . . at the 
P. PLS. S.A. 











FURST in Poot Pachion 


CAMBRIDGE 
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pore pier (e fou 


right 
down 
your 


alley... 


with better prices 
for better markup. 





The best six months in our history 
prompts another profit sharing 








Our complete line drops down 
to retail mostly from $12.95 
to $14.95 with flats and pumps 
now priced the way you asked! 





The same quality 
Better fashion 


Better service too 











mademoiselle 


shoes 


CARLISLE SHOE COMPANY 


EMPIRE STATE BUILDING + NEW YORK. 
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White Colonial Doeco is snow White, 











with a close, velvety nap. The splits are 
uniform in thickness, and economical to cut. 
Because White Dostco is always in demand, 
it is immediately available in quantity the 
year around. Use White Colonial Dosco ff 
for your next run of whites and 


you'll understand why. 


COLONIAL TANNING COMPANY. INC. ° Boston 11. Massachusetts 
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They just can’t take it! 
Genuine reptiles are usually bark- 
tanned and are quickly and perma- 
nently discolored “ef steam. 


De mot attempt te steam-soften 
thermeplastic bex toes in rep- 
tile uppers. Get your Beckwith 
agent’s recommendatien in 
advance of cutting uppers. 
Depending upon which prac- 
tlee your conditions best faver, 
he can either supply you with 
dry heaters or arrange fer your 


| 
| 
| 
: 
| 


‘temperary use of canned pre- 
pared selvent bex tees which 
require ne solvent wet- 
ting at pulling-ever. 


sees 
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© Quality First 
First in Quality al 























WHITE ELK BOOT 

Style 520! 
Infants’ sizes. Offered also in Chil- 
dren's sizes, Style 5202. 





FIRST STEPS are important. Mothers 
everywhere are turning to Fleet-Air 
because their quality is obvious. 
Far-sighted dealers everywhere are 
stocking the complete Fleet-Air line 
because consumer demand is growing. 
Write for the Fleet-Air catalog. 


EBY SHOE CORPORATION 24 
EPHRATA 2. PENNSYLVANIA our 4 YEAR 


BOSTON OFFICE...83 LINCOLN STREET 
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BY MACHINE 


BY HAND 







..these dlip Lasting | 
Cements Apply Easily 
Adhere Betas! 


Users tell us that they look for dependability 
above all other features in cements for slip last- 
ing . . . and that is what they obtain with these 
job-tested adhesives! When new or special 





cementing problems arise, ask the United man 3 Favorite Latex Type Cements 

to demonstrate the cements available for that for Sock Linings, Platforms, and Covers 

operation so that you can select the particular e Be Be Tex 860 — Applied three ways. Heavy 
: e . sodacti viscosity. Strong bond. Good drying time without 

cement which will best suit your production heat or can be force dried. Overnight tack. 

conditions. e Be Be Tex 861 —A recent addition. Heavy vis- 


cosity. Strong bond. Good drying time without 
heat — can be force dried and remains extremely 


Be Be Bond tacky overnight. 


e¢ Be Be Tex 819 — Medium heavy. Strong bond. 


Be Be Tex Cements Dries fast. Overnight tack except when force dried. 


Products of B B Chemical Co. 











UNITED SHOE MACHINERY CORPORATION, BOSTON, MASSACHUSETTS 
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The enthusiasm of BALL-BAND merchants 
who have already seen the new Summerette 
line promises another big year of fabric shoe 
satisfaction for American women in 1950. 
Profitable experience has led these merchants 
to plan and to order for early and consistent 
money-making promotions of the easy-fit- 
ting, color-sparkling comfort of Summerettes. 


There is multiple-sale opportunity in the 
new Summerette line with over a dozen eye- 
catching patterns and fifty exciting color 
combinations. 


* Merchants everywhere are enthusiastic 

. about the colorful comfort—the easy-fit- 
ting charm of 1950 Summerettes. Your 
BALL-BAND salesman is out showing 
the line now. Write if you’d like to see 
him soon. 









MISHAWAKA RUBBER & WOOLEN MFG. CO., MISHAWAKA, INDIANA 
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NOTHING LIKE THE NATIONAL"200” 
HAS EVER BEEN OFFERED AT THE PRICE! 


provides information 


that makes money, 


as well as 
Teldehia sles 
that 


saves 


money! 


The National 200” is a modern cash register... with a 
built-in adding mechanism. All at a price that brings 
simplified record-keeping within the reach of practically 
every retail business. 

It prevents mistakes...speeds service...shows the 
price of each item in a purchase and the mechanically- 
added total of all. 

It mechanizes cash-and-charge control... printsa record 
of every transaction...distributes the amounts auto- 
matically into separate columns for any desired classifi- 





pays for 
itself 
and then 


pays 


you! 


cations—such as, departments, selling employees, serv- 

ices, commodities, etc. Notations may be written oppo- 

site any entry. And. . .the‘‘200’’ can be used for adding at 

any time without disturbing the accumulated cash total. 
See this modern ac- _ 

counting tool for today’s © 

business—the National 

**200’’—at your local 

National Cash Register 

office, today. : 


THE NATIONAL CASH REGISTER COMPANY, DAYTON 9, OHIO 
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Orders for PAIR-A-TROOPERS are piling 
in by phone, wire and letter. Dealers 

say these real values sell out as quick as they 
get them. We’ve had to increase our 
facilities daily in both our Buford and 
Flowery Branch plants to keep up with 
the demand. Our experienced shoe 
makers are turning out the PAIR-A- 
TROOPER Line as fast as high 
quality standards permit. We can’t 
fill all of your needs immediately 

but we'll do our best. 


Write for sample pairs of 

the three boots shown, 

e6 and our new Feather- 
° Weight Bird Boot and 
fast-moving Engineer's 
Boot for Men or Boys. 


x ; * 
— TZ>,° JUMP BOOT—Men's $6.60 pr. Boys’ $5.00 pr. 
ES Popular 10” paratrooper-type. Uppers of 

IN . specially-made, quality leather; Goodyear 


welt; full grain-leather in-sole; full grain- 
” yy leather outsole; all-weather rubber tap sole; 
| STEED = wedge heel; steel shank; rawhide laces. 





~ —— 

ee 9" WOODSMAN'S BOOT—$7.50 pr. 
eee Lace-to-toe style with double leather vamp, counter and 
iia quarters. Waterproof steerhide uppers and tongue. Full 
grtain-leather in-sole. Full grain-leather outsole. Rubber tap 
sole. Goodyear welt. Steel shank. High leather 
heel, rubber lift. Rawhide laces. _—. by 


COMBAT BOOT Socios © GEORGIA SHOE MFG : ny 


Army-type style. Heavy retan leather, in brown 

or natural. Goodyear welt. Full grain-leather snot FactoRrY 

mid sole. Tap or full rubber outsoles. BUFORD, GA. wait 
WRITE FOR FREE CATALOG cooUrEAR weit FACTO 
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CASUAL SHOES 
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MADE BY aller ns 
‘PF ** Is now offered in Special 


| _ Numbers in the 1950 Line 


*Trade Mark 


Watch for the Hood Salesman. . . he’s now on 
the Road with samples of the New 1950 Line. 








HOOD RUBBER COMPANY - WATERTOWN, MASS. 


14 Boot and Shoe Recorder 











Se 
—"" 4 


IS VERY BLUE CONSCIOUS 


So blue goes the Spring in five tones ranging from pale 
Potomac through vibrant Laguna* to deep Regatta 


(Admiral*) . The darkest is an annual, but for resort 





promotion the lighter blues have a fresh look. Together 
they’re ombres to wear with neutrals and pastels. As 
separates they’re complimented by white or one of the 


beiges for a new fashion contrast. 


e 





STANDARD DIVISION Suede Kid Glazed Kid 
Regatta Blue (Admiral Blue*) 576 76 . 


Malibu Blue 78 
Alamo Blue 574 74 
Potomac Blue 573 73 
Cascade Blue 567 67 
NEW CASTLE DIVISION Glazed Kid Maracain 
Malibu Blue 1304 1304 
Potomac Blue 1305 1305 
Tahoe Blue 1307 1307 
Cascade Blue 1318 1318 
Regatta Blue (Admiral*) 1330 1330 
Laguna Blue 1366 1366 
McNEELY DIVISION 

Regatta Blue (Admiral*) 88 * Textile Color Card Ass’n. Colors. 


ALLIED KID COMPANY 


BOSTON e NEW YORK e¢ PHILADELPHIA e¢ WILMINGTON «© CAMDEN 
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One reason why Gallun’s Cretan Calf 
is the leather that sells your shoes 


When you wear shoes of Cretan Calf, you feel like 
you're walking on fleecy, billowy clouds. For Cre- 
tan, like all the famous Gallun vegetable tannages, 
is glove-soft, even at the first wearing. And it re- 
mains that way throughout the life of the shoe, 
despite repeated wettings and dryings. 


But Cretan Calf gives more than unsurpassed com- 
fort. This aristocratic leather, with its warm, mel- 
low color, symbolizes luxury. That’s why custom 
bootmakers use it when making up shoes for their 
most wealthy and discerning customers. 





Give your customers the best in comfort and ap- 
pearance. Check the Gallun numbers, when order- 
ing from leading manufacturers — and get set for 
profitable repeat business. ...A. F. Gallun & Sons. 


Corp., Tanners, Milwaukee, Wisconsin 


Codi Cay 


ames? be! we! gieres 


ONE OF THE FAMOUS CALLUN VECETABLE TANNACES 


bees beerded giesed bend-bearded gree 
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These three Jarman styles, 4189, 4798, 5134, left to right, will be featured in a fuli page, full color ad in Life next February. 


Like Caesar's Gaul, the Jarman plan for increasing your sales 
in 1950 is divided into three parts. 


The three parts are Product, Price and Promotion. 


The product—Jarman shoes—is built right and styled right to 
win immediate approval of your customers. For more than 25 
years the Jarman brand has been recognized as a leader in style 
and construction. The 1950 spring line reaches a new high for 
both value and style. The line includes a greater variety of 
smart patterns for next spring than ever before. Jarman crafts- 
men take commendable pride in improving their product each 
succeeding season and their efforts are rewarded with greater 
acceptance season after season. 


What about price? 


Jarmans fit into the “medium” price range, the range with the 
greatest mass appeal. Records show more Jarman shoes are 
sold than any other brand in their price range. For Spring 1950 


your sales will be boosted by featuring the leading brand in 
the best price bracket! 

Promotion? 

Jarman leads all other brands in national advertising to build 
consumer acceptance and desire for the Jarman brand and to 
send more customers to the stores of Jarman dealers everywhere. 
The power of Jarman’s dramatic full page, full color ads in the 
most widely distributed magazines is constantly building sales 
for Jarman dealers and enhancing the prestige of the Jarman 
line. The tremendous power of Jarman advertising is cumula- 
tive, and therefore should prove more effective next year than 
in any previous year. Add to this dynamic advertising the 
many effective window displays and promotional aids Jarman 
makes available to dealers and you have everything you need 
for promoting shoe sales. 

Now, you have the formula for Jarman dealers to increase their 
sales in 1950. It’s a practical plan that has been tested and 
proved successful. Want to go along? Write today. 


$995 to $1495 


JARMAN SHOE COMPANY, NASHVILLE, TENN. @@ DIV. OF GENERAL SHOE CORPORATION 
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WHY WORRY 


“Worry is a thin stream running through 


the mind. If let run long enough, will 
create a deep channel into which all 
other thoughts are drained.” 





—Worry, like unhappiness, is easily come by, and hard to 
give the go-by, 

—And it plays no favorites. It strikes the rich and poor, 
the big and small, the butcher, the baker and the candle- 
stick maker, 

—And it’s wide spread enough to make a book like “How 
to Stop Worrying and Start Living” a bonanza for a 
man by the name of Carnegie, Dale Carnegie. 

—What in the world is “Worry”? 


—wWebster says: “Worry: undue solicitude; to feel or ex- 
press great care or anxiety.” 


—The clue there is, we think, “undue solicitude.” 
—When you boil off the impure parts of worry, you'll find 


that the residue is just plain unnecessary concern about 
things that never happen. 


—We think too much about ourselves. 


—wWe overexaggerate our own importance and the import- 
ance of our work all out of proportion to their real 
value too often. 


—After years of this, worry becomes automatic, and we 
begin breeding a family of ulcers. 


—Ever notice the relief of a vacation away from routine. 
The relief is due to our focussing our attention away 
from ourselves. The minute we do, we relax. 

—Winston Churchill claims that the reason he was able 
to keep up his brutal pace during the war, was his habit 
of taking a short nap immediately after lunch. What he 
did was to relax completely. 

—You can do the same—perhaps not take a nap, but at 
least when events build up to a high pitch, toss your 
tools aside—put on your hat, and take a walk around the 
block. 


—yYou'll be a better man and worker for it. 


Fb Tiber 


President, 
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YOU'LL LOVE... 


and profit early! 
Catch customers at the 
cradle with Baby Jumping-Jacks—Beautifully crafted 
in the Vaisey-Bristol tradition. Nursery pink, 
lullaby blue and white. Gift packaged for “wrap-up” 
sales to doting gift shoppers ! Sizes 0-1-2. 


| ee 
Start '’* 


VAISEY-BRISTOL SHOE CO., INC 


ROCH 





19 








In-Stock | S So, 
angaroo 


Like Edwin Clapp shoes, kangaroo leather has a distinct quality 

all its own. Supple, pliant kangaroo is the strongest 

leather known for its light weight. Edwin Clapp’s world-renowned 
shoe-crafting skills bring out its best qualities — fine 
appearance, luxurious ease, wear-resistance — in 
“AMERICA’S FINEST SHOES FOR MEN” 














| WALL STREET 
| Stock No. 30 


PALM BEACH 
Stock No. 21 






: BANKER 
i Stock No. CB 40 


EDWIN CLAPP & SON, INC., EAST WEYMOUTH, MASSACHUSETTS 
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The commodity and industry divisions of the Department of Commerce 
are being restored to their original status in the Bureau of Foreign and 
Domestic Commerce. This will again make it possible to obtain foreign and 
domestic commodity information from a single source. 

Former Secretary of Commerce Henry Wallace, during his brief tenure, 
had split the Bureau into five separate units. Two of these were the Office of 
Domestic Commerce and the Office of International Trade. These offices with 
their separate commodity divisions made for a lot of dissatisfaction among 
businessmen who were interested in both foreign and domestic data. 

The present Secretary, Charles Sawyer, going along with old—line 
Commerce employees, who never liked the inefficiencies, duplication, and general 
wastefulness, has recently combined the foreign and domestic functions of three 
of the industry divisions. 

Eventually, all of the divisions will be restored to their old status, 
including. textiles and leather. However, for all practical purposes, Julius 
Schnitzer, heading the textile and leather activities in the Office of Inter- 
national Trade, has been operating a combined set-up, with practically all 
requests for domestic information being channelled to him. Under the new 
arrangement, however, considerable emphasis will be placed on getting into the 
hands of business, in usable form, the mass of foreign information that flows 
into the Commerce Department from U. S. embassies throughout the world. This 
work had been neglected in recent years, since the Office of International Trade 
has been occupied largely with export control matters since the end of the year. 
With export controls now taking a back seat, Mr. Schnitzer will also be able to 
devote more time to domestic activities of the leather and shoe industries, 
once his division is formally restored to its old status. 
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Under the Annecy agreement, just revealed, 10 more nations were 
brought under the Geneva Reciprocal Trade agreements of 1947 (for provisions see 
Boot and Shoe Recorder, Dec. 15, 1947, page 56) beginning January next. These 
countries were Denmark, Dominican Republic, Finland, Greece, Haiti, Italy, 
Liberia, Nicaragua, Sweden, and Uruguay. This brings to 33 the total operating 
under the agreements. There are also indications that the State Department will 
start negotiations for further tariff reductions next year. 

The United States made the following concessions to varied countries 
(but will apply to all): Reduced the tariff rate from 5 per cent to 4 per cent 
on cattle and buffalo hides, calf, and kip; reduced the rate on goat and kid 
from 15 per cent to 10 per cent; reduced from 10 per cent to 5 per cent-the rate 
on women's and misses' leather boots and shoes (except slippers for housewear 
and Indian-type moccasins). 

For footwear, including athletic, with soles other than leather or 
rubber and with fiber uppers, the rate was bound at 173 per cent on alpergatas 
and reduced from 35 per cent to 173 per cent on others. Rates were reduced from 
173 per cent to 123 per cent on manufactures of leather, rawhide (other than 
reptile) and parchment, n.e.s. 

Only a minimum of concessions made by the negotiating countries 
directly affect the footwear and leather goods trade of the United States. 

Greece shifted from a specific to an ad valorem basis which reduced 
the import rate on calf and kipskin to 9 per cent and to 10 per cent on goat and 
sheepskin (12 per cent if weighing less than 40 grams a square foot). The 
luxury tax on patent leather was reduced from 45 per cent to 25 per cent. 

[TURN TO PAGE 50, PLEASE] 
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that are Going Places are 


First Inspired by United Last 


The black calf closed toe pump above is typical of 
the newest soft wall last style created by United Last 

on this height of heel. While this last builds 
a shoe of smart simplicity, it also gives the designer 


opportunity for ingenious handling of the uppers. 


When higher heels are desired, look to United 
Last also for the craftsmanship that assures shoes 
of character and sales appeal when 


constructed on the new underslung toe last. 


United Last Company, Boston, Massachusetts 
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ALLURING FOOTWEAR date 


NATIONALLY ADVERTISED dreams 
“BAZAAR 
VOGUE 
MADEMOISELLE 


CHARM 
GLAMOUR 


COQUEEN 









Shown in MADEMOISELLE, November issue 


LEAFETTE 





TWEEDIE FOOTWEAR CORPORATION - JEFFERSON CITY - MISSOURI 
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JN A FULL-PAGE advertisement 
in the New York Herald-Tribune, 
LIFE magazine predicts, “The Dec- 
ade of Opportunity: 1950-1960” 
and says: 

“As the door opens on a new 
decade, the outlook for Americans as 
regards their material well-being is 
very bright indeed. The great ma- 





jority of us will be earning more 
money, eating better food, wearing 
better clothes, living in better homes, 
enjoying more leisure than we do 
today... . 

“The basis of our well-being will 
be what it always has been in the 
past: The greatest production per 
man-hour of any nation in the 
world. This production, on the 
basis of how much worth of goods 
an hour of work will buy at today’s 
prices, increased from 60¢ worth of 
goods in 1900 to $1.25 worth in 
1940 to an estimated $1.48 worth in 
1950. It should increase to $1.75 
worth of goods per man-hour in 
1960. ... 

“The men of healthy optimism, 
the ones with faith in the future, the 
ones who invest because they see the 
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opportunity, will reap the big re- 
wards. 

“In this Decade of Opportunity, 
the rules for business success will be 
the same as they are today: Make a 
good product, offer it at a fair price, 
and tell the American people 
about it.” 

* * * 
J. ROBERT HEALEY, of the City 
Shoe Store, Honesdale, Pa., says: 

“On the whole, our business has 
been quite satisfactory despite sev- 
eral complicating factors. Price re- 
sistance appears to be increasing, 
yet we continue to sell the same 
grades and brands of shoes as for- 
merly. Some customers are getting 





along with fewer pairs of shoes a 
year. This applies mostly to men, 
as sales of men’s shoes are off more 
than other footwear. One explana- 
tion is that men’s shoes are being 
made with better quality soles than 
in the recent past. They wear bet- 
ter and men, under present condi- 
tions, are reluctant to buy shoes 


before they need them.” 


* * * 


KETCHUM-MacLEOD & GROVE. 
INC., (advertising agency) in Pitts- 


aay ee 
iid? 


burgh, Pa., tell about “Seventeen 
Girls Had Extra Shoes” in their re- 
cent copy of DIVIDENDS. They 
say: 

“We checked 41 girls in our office 
and found that 17 of them keep an 
extra pair of shoes downtown. Some 
girls wear high heels to work and 
change to low heels when they get 











here. Others keep the extra pair 
standing by for rainy days. Most 
of the extra shoes were bought 
originally for wear outside the office. 
But we wonder if office shoes are 
second-hand because girls won’t buy 
shoes for the office; or is it because 
no one ever suggested that the girls 
buy an extra pair for work? Have 
you ever heard of a shoe manufac- 
turer or dealer promoting ‘Office 
Shoes’? 

“One of the fascinating things 
about the merchandising of goods is 
the variety of ways constantly turn- 
ing up for alert persons and com- 
panies to make money. Sometimes 
they are new ideas for promoting 
products about which people sup- 
posedly know everything there is to 
know. Sometimes they are ideas for 
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new products that will catch the pub- 
lic fancy. Sometimes they are ideas 
for turning liabilities into assets. 

“Where can you get money-mak- 
ing ideas? How can you be sure 
they are money-makers? Well, it’s 
basic that you look at your business 
in terms of people and the things 
people do every day. If you make 
or sell shoes, you’re shoe-conscious 
wherever you go. You pay particu- 
lar attention to the things people do 
with shoes—maybe it suggests new 
ways to sell shoes. You listen to 
things people say about your prod- 
uct. If you want to know about 
shoes, you eavesdrop where shoes 
are sold and you lead conversations 
around to shoes.” 





QNE of the local shoe men was 
known to most folks in town as a 
very impressive speaker, and in ad- 
dition, people were amazed at the 
fact that all his speeches lasted ex- 
actly ten minutes—no more, no less. 

One day, the shoe men at a con- 
ference on trade information called 
upon this prominent speaker for a 
few words. The speaker arose, start- 
ed talking, and continued to do so 
for almost twenty minutes before he 
concluded his remarks. 

After the conference was over, 
several of his friends sauntered over 
and remarked that as long as they 
had known him, in all his speeches, 
he only talked ten minutes; yet at 
the day’s session, he spoke for nearly 
twice that time. 

“Well, boys,” he replied. “It’s 
like this. You see, every time I 
speak, I generally put a Lifesaver 
into my mouth and in ten minutes, 
when it is almost gone, I have my 
cue to stop speaking. Today, I 
spoke for almost twenty minutes be- 
fore I realized that I had put a 
button into my mouth.” 
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JN THE magazine publishing busi- 
ness, you get accustomed to unusual 
requests. Recently, a letter from a 
young woman in Carlisle, Ohio, 
asked us to send her a copy of the 
May 20, 1933, Boot anp SHOE Re- 
CORDER in which a picture of her 
fiancé as a small boy, had appeared. 
We found him in a cowboy suit and 
the photograph was featured in a 
Roberts, Johnson & Rand Poll-Par- 
rot Shoes advertisement. The young 
woman explained that she was mar- 
rying this boy, who is now in the 
U. S. Air Force as an air cadet, and 
wanted the picture to make a com- 
posite photo of him in his Air Force 
uniform today. 


* * * 


WARREN ENGBERG, manager of 
the shoe department of the Marvin 
Oreck store in Edina, Minn., says: 

“We have found that the trend 
toward suburban shopping in this 
area gives good opportunity for 





shoe selling. Emphasis is placed on 
children’s shoes and on casuals, 
since these are predominent in de- 
mand in this area. 

“The importance of stressing 
nationally known brands is high in 
creating confidence and satisfaction 
and building a steady trade, which 
is the life of a suburkan operation. 
We give prominence to brand names 
in advertising, store display and 
direct information to customers. 

“We also try to highly personal- 
ize our contact with customers. 
Children are remembered with 
greeting cards on birthdays, etc. 
We send out a good amount of re- 
minder mail, too. 

“Good fitting service is an im- 
portant requisite. We find that a 
double-check on fitting of children’s 
shoes creates confidence on the part 
of mothers. Playing up quality, ser- 
vice and convenience is a good vol- 
ume-builder in a suburban store.” 

















































































































“Skeptical? That bird insists on testing his rubbers before he'll buy them.” 
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BALLET DANCERS 


WANT 


STYLE sv SHOES 


Above: Moira Shearer, one of 
the stars of the Sadler’s Wells 
Ballet, as Cinderella in the bal- 
let of that name. Left: Mem- 
bers of the company in Sym- 
phonic Variations, currently 
being danced at the Metropoli- 
tan Opera House, New York, 
under the management of 


S. Hurok. 


Members of London’s Sadler's W ells 
Ballet, Touring This Country, Ex- 
press Definite Preferences for Their 


Off-Stage Shoes. 





WHAT does a ballet dancer do for the care of her feet are so comfortable. Pumps, operas, or, as they are 
when the curtain falls on the last act of The Sleeping called in England, “courts,” are her first choice, how- 
Beauty or Swan Lake, and the Princess, the Fairy or ever. Suede is the leather she likes best for Winter wear 
the snow-white bird becomes an average human girl and she speaks enthusiastically of the warmth of a 
again? Nothing, according to members of the Sadler's suede bootie. Comfort—plus style—but comfort first 
Wells Ballet. There is no time for any special treatment of all, is paramount in the minds of these talented and 
of their feet. If there is need of professional care, then hard-working dancers who have no time at the end of a 


the dancer goes to a chiropodist. In general, however, [TURN TO PAGE 50, PLEASE} 
the health of the feet depends on the shoes that are 
worn. 
‘ 3 - Another group from Symphonic Variations by this 
What kind of shoes do the girls of this famous famous English ballet presented by The Covent Ger- 
English ballet wear? The answer to that question, den Opera Trust in Association with The Arts Council 


“pumps,” is the consensus of these young dancers, ap- of Comm Setenin, 


pearing for the first time in this country and in Canada. 
How high a heel do they like for their off-stage shoes? 
That depends on the individual foot in the opinion of 
Moira Shearer, one of the ballet’s leading dancers and 
well-known to American audiences as the star of the 
movie, The Red Shoes. 

For herself, she likes heels at least two inches in 
height. Low platform soles, open toes and open backs 
she finds very comfortable. Ankle straps, too, she favors 
for the same practical reason, probably because ankle 
straps are usually used on sandals, she reasons, and they 









IRY THEM OUT 


Cotten broadcloth suit in blue and 

grey check by Dorothy Cox of Mc- 

Mullen, to be set off by white shoes, by ELEANOR M. RUTTY 
white with blue or grey, or by an all- ‘ 

over grey or blue shoe. Navy blue 

w be right. Photograph courtesy 

The Cotton-Textile Institute. 

































THERE’s a big job to be done in shoes in white and in 
colors this coming Spring and Summer, and the coming 
Southern resort season is the time to try them out. We 
base this statement on two facts: first, that there are 
many lovely and interesting colors available for shoes 
this coming warm weather season; and second, the fact 
that style thinking is stressing more and more the need 
of buying and promoting appropriate types of shoes for 
definite kinds of clothes. This recognition of clothes 
for the occasion appears very strongly in ready-to-wear 
where there is increasing emphasis on tweed suits and 
coats, and on equally well-styled afternoon dresses, 
dinner suits, evening gowns, sports clothes. 

This trend is felt especially in the increasing demand 
for tailored shoes, welts, welt effects, wall lasts, exten- 
sion soles often with square tips, medium heels, quite 
frequently built-up leather ones, sueded and grained 
leathers, reptiles and, especially, smooth and polished 
leathers. All these have been styled to wear with 


New interpreta- 
tion of the specta- 
tor pump in a 
welt effect on 21/8 
heel and round 
wall last. Para- 
mount Shoe Co. 





White suede sling 
pump with grey and 
white snakeskin 
vamp inlay and plat- 
form covering. Laird 


Schober Shoe Co. 















wroe SUNNY SOUTH 


Make the Southern Resort Season Your Proving Ground for Next 
Summer’s Promotions. Show Your Customer How Smart Her 
Light Colored Cottons, Linens and Silks Will Look, Worn with 
Spectators, Whites, Blond and Natural Tones and Pastel or Vivid 


Colors, Alone or in Multicolor Combinations. 


tailored suits and coats, so much in demand, particularly in tweeds. 

Following this trend to tailored shoes through into warm weather. 
we are finding increased interest in spectators in tan and white and, of 
course, some other colors with the white, as well as all-over spectators 
in color, with tan and red the most popular. Some of the best-dressed 
women on the city streets this past torrid Summer wore tan and white 
spectators with their light colored tailored cotton suits and dresses. They 
looked far more appropriately attired than the women who were wear- 
ing dark shoes. And women wearing dressier light color clothes looked 
equally smart in all-over white shoes or shoes with a touch of contrast- Age 
ing color. [TURN TO PAGE 50, PLEASE] / @ je 























Dressy sling in three 
shades ranging from light 
beige to brown for wear 
with light colored dressy 
resort or Summer clothes. 








Tan and white 
wedge heel casuai' 
shoe, available in’ 
a variety of mate- | 
rials and colors. A 
Tee Geez by 


Tower Grove. 


Left—Mesh in 
a plain opera, 
in white and a 
range of colors. 
Shown here in 


white with red Classic welt specta- 
calf 22/8 heel. tor pump, oalind, 

Evins. with round wall last, 
square toe extension 
sole and built-up 
leather heel. A Cas- 
ual Classics by Mar- 
shall, Meadows & 


Stewart, Inc. 








Very dressy, 
very open plat- 
form sandal on 
22/8 heel in a 
combination of 
blue and rose 
color kidskin. A 
DeLiso Debs by 


Samuels. 














Parkchester, Metropolitan Life Insurance Company’s housing project in New York City’s Bronx, boasts 
its own department stores as well as independent shops in a substantial shopping district. 


ONE of the fastest growing postwar developments in the 
larger cities has been the establishment of large sub- 
urban and city housing projects. It was recently esti- 
mated by a news publication that the construction of 
50,000 housing units would be under way within the 
next twelve months. Some of these will be privately 
financed; others will be built with state or municipal 
funds. 


This Buster Brown shop in Parkchester is one of four 

proposed Buster Brown stores in developments in the 

New York City area. Another is located in the Fresh 

Meadow development on Long Island. One will be 

opened shortly in Stuyvesant Town, Manhattan, and one 
in Glen Oaks, Long Isl ind. 


This mass shift of population from the city to the 
suburbs or to different sections of the city has been a 
shot in the arm to retailers, especially the small inde- 
pendent retailers. Wherever a group of people gathers 
to live, their daily and seasonal needs must necessarily 
be served. So along with the growth of housing projects 
there has been a parallel growth of new stores within 
these projects, and an entirely new shopping com- 
munity has been created. 

The suburban community developments, and even the 
city projects, have a small-town atmosphere about them. 
Because of the close-knit character of these projects, 
there is an intimacy between the consumer and the 
retailer which is seldom achieved in the city. The cus- 
tomer in the project receives an individual and personal- 
ized service that pays off in dividends to the retailer and 
in satisfaction to himself. 

Moderate rentals and a desirable location for the 
raising of children, away from the hustle-and-bustle 
of the crowded city, have been the big attractions of 
these housing projects. The majority of the people liv- 
ing in these projects are of the middle-income group, 
and the bulk of merchandise sold fits the size of their 














NEW PATTERNS 





oy SHOE DISTRIBUTION 


Part If: The Housing Decelopment Shop 


Mammoth Housing Projects, in the Big Cities and in Suburban Com- 


munities, Bring with Them New Opportunities for Profitable Retailing 


—Intimate Character of These Developments Makes for Small-Town 


Atmosphere Which Is Conducive to Family Trade. 


pocketbooks. In Parkchester in New York City’s Bronx, 
more than one-half of the adult population is under 
35 years of age. Youngsters 3 years of age and under 
form the largest child group. One retailer remarked. 
“When you walk through this project, you have to watch 
your step or you're liable to be run over by a baby 
carriage!” Naturally, business has boomed in the in- 
fants and children’s stores. 

A lucrative by-product of these projects is to be 
found in the customers of the communities located out- 
side of the project who also find shopping there con- 
venient and time-saving. Adequate parking facilities 
ease the problem of shopping for these “outsiders.” 

Retailing in a housing project is a bit different from 


retailing in the city proper. In the first place, the small- 
town atmosphere makes for a closer relationship between 
the community and the retailer. The layout of the shop- 
ping centers within the community makes shopping a 
convenience. The retailer can give a highly personal- 
ized service to the consumer, without the high-pressure 
technique too often used in the fast-paced city. The 
community dwellers, in the middle-income group, com- 
prise a large buying group. The physical arrangement 
of the stores, such as shoe stores beside apparel stores, 
is a stimulant to sales for all retailers. The atmosphere 
is informal and casual, with the attitude of shopping 
automatically a relaxed one. 

[TURN TO PAGE 50, PLEASE] 


Bloomingdale’s, New York department store, has this attractive branch store in the Fresh Meadow develop- 


ment on Long Island, a project of the New York Life Insurance Co. 

















The special accessories department is conveniently located near the main entrance to the store and provides 
a focal point of interest to customers entering and leaving. This well-stocked department is a source of 
many impulse sales. 


NEW SUBURBAN STORE canszes ovr 


“FIT the pocket as well as the foot,” is the astute busi- 
ness philosophy propounded and practised by Gilbert 
Hahn, president of Hahn Shoe Stores, Washington, 
D. C. 

Proof of this bit of shoe sagacity lies in the fact that 
Mr. Hahn continues to perpetuate the Hahn shoe dynasty 
by opening up a new place of business every now and 
then. The eighth and latest store. with all the newest 
wrinkles of modern shoe display and salesmanship. a 
complete men’s, women’s and children’s store, opened 
its huge glass-plated doors to the public recently at 
Silver Spring, Maryland. 

Literally a stone’s throw from the nation’s Capitol. 
it is probably one of the best-stocked stores on the 
Eastern seaboard, having an inventory of over 15,000 
pairs of the latest styles. Without a doubt its traditional 
Hahn trademark and its modernistic facade place it 
among the country’s largest independent retail shoe 
organizations. 

Gilbert Hahn did not happen into the shoe business 
by accident. Neither did he select the site for his latest 
store that way, but after nearly a half-century of foot- 
wear merchandising, he is profiting by his experiences. 

His father. the late William Hahn, opened the first 


Hahn store on one of the most noted streets in the world. 


32 


Pennsylvania Avenue, Washington. It was early in the 
year 1876 that trim clerks in the William Hahn & Co. 
store began to sell customers high button models and 
elastic gaiters. It was to the dandies of the country, and 
the senators and congressmen that Bill Hahn sold patent 
leather for state occasions. And 73 years later, his son. 





Neat rows of cycl pink leather chairs make a 

comfortable and attractive salon. In this department 

Hahn sells shoes to women and children. Manager 

Louis Gotlieb (left), and Mr. Hahn discuss the day’s 
activities and sales. 
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Service to the Customer, by Means of a Complete Inventory Carried 





in Up-to-Date Stores, Is a Family Tradition of William Hahn & Co., 
Washington, and Is a Feature of the Eighth Branch of the Firm, Opened 
Recently in the Suburban Community of Silver Spring. Maryland. 








Gilbert Hahn (left) looks over a shoe display on a 
movable rack, with Louis Gotlieb, store manager. 


FAMILY POLICY 


Gilbert Hahn, is still selling shoes to the best customers 
in the world’s greatest capital. 

Hahn’s eighth store opened with dignity and a “busi- 
ness as usual” atmosphere. Located on one of the most 
traveled intersections in the second largest city in Mary- 
land, the modernistic, one-story building is always 
lighted as if a world premiere were going on and the 
actors were notables instead of shoes. The impressive 
Hahn sign atop the building can be seen for blocks in 
all directions. Traffic, stopping for the light change, can 
easily windowshop for the latest in footwear, advan- 
tageously displayed in the huge show windows. Patrons 
can easily park in the municipal 3000-car parking lot 
two blocks to the North. Across the street, movie goers. 
can and do drop in for a fitting. And directly opposite 
is the huge Silver Spring shopping centef where park- 
ing is accessible. 

There are three entrances to the store. The twin main 
entrance is located on the corner. The other entrance 
is around the corner, and while there is no sign over it. 
the masculine appearance of the adjacent show windows 
almost shouts “for men only.” For this door leads 
directly to the men’s department. “Men hate being 
fitted when there are women and children around.” said 
Mr. Hahn, “so we set aside a section just for them.” 
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The jade green leather chairs in this department fit in 
well with a man’s taste and temperament. 

The women’s and children’s departments present a 
different picture. Eight double rows of cyclamen pink 
chairs, back to back, are inviting to a mother and her 
eager children. Mr. Hahn has not overlooked the fact 
that women purchase about 40 per cent of the shoes he 
sells and that they buy about 35 per cent of his shoes 
for their kiddies. The men, he says, account for 25 per 
cent of the total sales. 

Dozens of ceiling lights and a completely mirrored 
side wall give the store ample illumination. Along the 
mirrored walls are strategically placed shadow boxes 
and removable display fixtures. The prospective cus- 
tomer can view his own shoes in the glass while examin- 
ing the display models. 

There are approximately 5000 square feet of selling 
space in this store. The stock room is directly behind 
the glass wall where the 15,000 pairs of shoes are within 

[TURN TO PAGE 56, PLEASE] 


Modernistic facade with huge sign on top of the 
building creates a landmark. Exterior display win- 
dows, glass plated front add to well lighted interior. 


Twin front entrances expedite access to the store. 












For a Christmas window use 
a cut-out Santa Claus. Apply solid 
color felt or paper to background. Introduce 





brick paper half-way down, with plywood rail for merchan- 
dise. Painted plywood trees have shelves. Stars and orna- 
ments are cut from “Facil-Fab.” 


Frame straight sheets of beaver board, and cut openings 
as shown. Scored edges of the boxes give dimension. 
Actual ribbon may be pasted on. Copy is featured on 
label signs. Drape and paint “Celastic” for 


permanent curtains. 





















The author will answer inquiries on window 


by BEN WALTERS 


display problems. All such inquiries should be Walters Display, New York 
addressed to Mr. Walters, c/o Boot AND SHOE 


Recorper, 100 East 42nd Street, N. Y. 17, N. Y. 









I sisced dan with shelves for merchandise. Apply small 


hooks from which to suspend Christmas balls. Soft material may 
be used for draping. Copy goes on the sign in the center. Add 
Christmas touches such as holly leaves and berries. 


Sketches by MIMI HARNEY 


The huge mittens are of cut-out paper. The one on the right holds 
a stand; behind it is a table top dowel. Christmas boxes may 
be held together by using adhesive “Celastic” fabric. 
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Better Service, Bigser Sales 


Is there an imminent danger that retail distribution, The men’s clothing situation, a toughie after the war. 
operating under the stresses and strains of postwar con- seems to have eased up considerably, so the fellow who 
ditions, may be making the mistake of going super- is fortunate enough to be favored with average dimen- 
scientific? Have some stores, frightened by disturbing sions and few fancy ideas, can buy a suit today without 
cost figures, carried their zeal for economy to the point much difficulty. Even the short guy can probably get 
of soft-pedaling service, and thereby incurred the risk of fitted if he doesn’t care what the suit is made of. Let 
undermining customer confidence? Isn’t the human side him be a bit fussy about fabrics, with a leaning toward 
of retail business, which deals with the vitally important subdued colors and conservative patterns, and he'll prob- 
phase of customer relations, every bit as important as ably have to shop the town, unless he’s prepared to lay 
the charts, graphs and statistics prepared by the ac- a hundred dollars on the line. The stock man in a New 
countants ? York store of one of the biggest men’s clothing operators 
It has been commonly assumed that sales have been in the country told a customer on the 10th of October 
lost this year at retail because existing price levels made that the shorts on a certain line of Fall men’s clothes 
it difficult for customers to buy. Is it not also possible hadn't come in from the factory. Result: one lost sale. 
that sales have been lost because customers were unable What kind of a total would the other cases of the same 
to find the right shoe in the right size at the time when _ sort of thing in this one big store add up to? 
it was needed? Or because the retailer who could have Caution up to a certain point, is a commendable trait 
supplied it was economizing on advertising and failed to in the conduct of any business. At the same time suc- 
let the public know he had it? Or because reduced cessful business operation in a competitive economy 
store hours forced some of his customers to do their _ inevitably involves a considerable amount of risk taking. 
shopping at the little store around the corner whose and the function of the retailer necessarily includes the 
owner was willing to work an hour or so longer to _ risks inherent in providing a stock of goods sufficiently 








make an extra dollar? comprehensive to supply his customers with what they 
The ambition of workers today to earn more by _ need at the time when it is needed. 
working less has hit the shoe store as well as the factory Shoe retailers, more than any others perhaps, recog- 


and put the owner on the spot. Some have tried to meet _ nize their responsibility to customers in this regard. 
the situation by adjusting store hours or staggering the They know that when they undertake to provide custom- 
working time of their employees. The public, unfortu- ers with shoes, they must not only offer a reasonable 
nately, isn’t interested in the retailer’s personnel prob- assortment of styles and types, but also an adequate 
lems, and there is always a competitor whose store is range of sizes and widths, so that they can be prepared 
open and ready for business. to render a proper fitting service. There was a time 
During the past year retailers have been inventory during and just after the war when the shortage of 
conscious to a degree that has probably been unprece- shoes made this difficult, but in most stores service has 
dented and this preoccupation with inventory conditions greatly improved in this respect. 
has resulted in an attitude of extreme caution toward Because of the inventory problem, there is still a 
buying. Retailers in some lines are attempting to make tendency on the part of some shoe stores and shoe 
manufacturers and jobbers carry a good part of their departments to operate on a skeleton size schedule and 
inventories. A furniture store runs a newspaper ad on try to substitue the nearest approximation for the size 
a special item, a table for example. They make it seem _ that is really required. In the lower price brackets de- 
awfully easy to buy. Fill out the coupon and say whether partment stores frequently advertise casuals in a wholly 
you want it sent C.0.D. or on the budget plan with inadequate range of sizes and even attempt to fit cus- 
nothing down. You mail the coupon and eventually get tomers by mail through substitution of the closest size 
a postcard acknowledgment, then settle down to a long in stock. This kind of fitting service can only result in 
wait. Weeks pass and nothing happens. Eventually, customer dissatisfaction, and now that the problem of 
maybe, the merchandise arrives and by that time you’ve inventory is less acute, shoe stores should make it a 
probably decided you never really wanted it in the first prime objective to bring their service to the public 
place. back to par. 
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"THE HEALTH SPOT W 
AY IS THE T 
MODERN WAY TO FOOT COMFORT” 


; HEALTH SPOT SHOE SHOP 


. 
HEALTH SPOT SHOES jf MEN. WOMEN and CHILDREN 


HINGTON BOULEV aRD 


September 1, 1949 
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returns to ourselves. 
our growing list of customers has proven that the "Health Spot 
Way is the truly Modern Way to Foot Comfort", and that the future 
4s indeed bright for new, as well as established, dealers. 
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On the South wall of the store a huge mural landscape done in wallpaper in colors reminiscent of Autumn 
haze is an interesting feature and one which commands much attention. 


Colonial Atmosphere 


Above: Architecture of the 
store is colonial, fashioned 
after that to be seen in Wil- 
liamsburg, Va. Note the horse 
and carriage motif above the 
sign. Right: Most distinctive 
feature is the full-size pony 
carriage on the North side of 
the store, often used to seat 
young customers while they are 
being fitted. 


In New Hack Store 


CAPITALIZING upon the possession of a distinctive 
name, the Hack Shoe Company has made that name 
the basic decorative theme of its new store specializing 
in juvenile footwear. Located in Sherwood Forest, a 
section of Detroit, Mich., this store is a marked departure 
for the Hack Company, which has been located on the 
fifth floor of a downtown office building for about twenty 

years, specializing in corrective shoes. 
The firm has developed an extensive children’s trade— 
[TURN TO PAGE 56, PLEASE ] 











MORE SALES APPEAL-- 
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Sp WOYZZ. 
WITH A BUILT-UP HEEL! 


The answer to the Buyer's Market is a shoe with a Spectro ® 
Brand Built-Up Heel. The permanent beauty and natural com- 
fort of these well-secured heels, is plenty of reason for a 
fast shoe sale. All trade indications prove . . shoes with 
Built-Up Heels are gaining in demand. 


MORE PROFIT TO0O-- 
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now ro PICK WINNERS 


AT THE “TURNOVER TRACK * 









Pick your winners at the start for 
the fastest stock turnover sweep- 
stakes American retailing ever en- 
tered, with consumers holding a 
fancy purse for the winners. Indi- 
vidual retailers in the tough months 
ahead will more than ever need to 
maintain a constant and healthy 
flow of merchandise, with no stag- 
nation of capital and profits in 
pools of “dead inventories.” 

“~~AIT retailing is alike in its func- 
tion of buying and selling. The 
most successful retailer is the one 


“a 








who gets back fastest the money he 
paid for his merchandise, plus a 
profit, and who is ready soonest to 
repeat the merchandising cycle. 
Frank W. Woolworth, founder of 
the fabulous “dime store” empire, 
cnce said, “Small profits on any ‘ar- 
ticle will become big if you sell 
enough of the article.” 

Fast turnover is one of the prin- 
cipal factors in the strong com- 
petitive advantage that has been se- 
cured by some large retailers in 
recent years. Some of these organi- 


Merchandise “Form Sheet” Offers Simple 
Answer in Check-List Form for Picking 
Winning Merchandise Items 


zations report stock turns that are 
four to five times higher than the 
over-all average of their field. This 
means that both the money and the 
merchandise of these stores are mov- 
ing so fast they have little chance 
to stagnate and breed losses. 

That's all very good, you say, but 
how can a relatively small store 
hope to match the speed with which 
the big flush operators turn their 
stock tickets into cash in the till? 

Pick your winners at the start! 
Keep the probable “sleepers” out of 
your stockroom. Then you can’t 
lose at the finish line. 

The relatively small retailer can 
pick winners as scientifically as the 
largest operator in the field. All he 
needs is a simple “form sheet” with 
which to make a cross-analysis of 
basic points of supply and demand 
directly affecting his business. The 
merchandise on his shelf is the fac- 
tor of “supply”; the customer at 

[TURN TO PAGE 52, PLEASE} 
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The B. F. Goodrich Salesmen 
are now on the way with samples 


B.E Goodrich 


Footwear Division . Watertown, Mass. 
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SHE KNOWS... 
THESE BRANDS TOE THE MARK 


With the November issues—currently in the process of being read by some 
9,971,000 women—GOOD HOUSEKEEPING launches its regular monthly 
editorial feature on footwear with a four-page section (including a two- 


page color spread). 


The shoe brands represented on this page have earned the right to use the 
Good Housekeeping Guaranty Seal. Now they'll enjoy an additional selling 
advantage through their association with this new GOOD HOUSEKEEPING 
monthly editorial feature. In keeping with its over-all policy, GOOD 
HOUSEKEEPING has satisfied itself that these are good shoes, worthy to 
be shown on its pages. The Guaranty Seal can te!l this story to the con- 


sumer on the retail selling floor—an important step in making the sale. 


If the footwear product you make meets the required standards, plan to 


give it the added sales power of the Good Housekeeping Guaranty Seal. 


Retail records prove its value in promotion after promotion. 


GOOD HOUSEKEEPING 


AMERICA'S MASS FASHION MAGAZINE 


S7th STREET AT Sth AVENUE, NEW YORK 19, WN. Y. 
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ST. LOUIS SALES 
TAPER OFF 


THE surge of selling in St. Louis 
reported by downtown shoe depart- 
ments during the first half of Sep- 
tember tapered off during the latter 
half of the month and by mid-October 
kad not regained its earlier tempo. 
When asked for an explanation, buy- 
ers were hard put for an answer. It 
was just one of those things, a num- 
ber of those queried said. Promotions 
have been sharp, and inventories are 
better balanced than a year ago. Mer- 
chandising is keener than at any time 
since the war, shoe men say, and the 
want for business is not due to a 
lack of effort on the part of shoe 
departments and stores. Actually, 
sales volume decline is not great. Per- 
centagewise, volume has been off 
about 5 per cent in recent weeks. 
The weather during early October 
may have been a factor. It was char- 
acterized by either excessively warm, 
Summerlike days or the other ex- 
treme, those of the dark and rainy 
variety. There were occasional days 
during the earlier part of October 
that were described by buyers as 
“good.” But they were rather infre- 
quent, and from a general appraisal, 
selling during the first part of October 
did not come up to expectations. 
Labor unrest throughout the country 
is offered by some buyers as an ex- 
planation for purse string tightening. 
Others believe it may be due to 
a consumer trend to wait for sales and 
price concessions. Substantiating this 
belief was the recent report of the 
buyer in a St. Louis department store 
who said, “Business takes a sharp 
upturn every time we have some 
special selling event. Concessions in 
price, however, seem to be the gim- 
mick for stimulating the traffic. An- 
ticipated interest in our Fall lines 
simply because it’s Fall is wanting.” 
a 


SPECIAL PROMOTIONS SPUR 
CHICAGO BUSINESS 


CHIcaca retail shoe business has 
been going along on a fairly even keel 
despite a stretch of unseasonably 
warm days through the first two weeks 
of October. Thus far, figures are about 
even with those of a year ago. Some 
stimulation of shoe business is ex- 
pected in response to special advertis- 
ing and promotions aimed at the 
veteran’s insurance dividend dollars. 
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A number of department and clothing 
stores have instituted a service offering 
the opportunity to purchase clothing 
now with payment deferred until in- 
surance dividends are paid. Such 
credit is extended to veterans who are 
steadily employed and who show dis- 
charge papers and dividend numbers. 

Shell and opera pumps are leading 
style shoes in black suede, with black, 
blue and brown smooth leathers fol- 
lowing. Tailored types are continuing 
to increase in demand. Casuals are 
still selling at about the same rate as 
they did a year ago. Although the 
21/8 and 22/8 heel height is most 
wanted in dress shoes, flats of all types 
are also selling well and are being 
extensively promoted both for very 
dressy and for semi-dress wear. A 
slight trend away from platforms is 
noted in some of the higher style 
salons. 

Reptiles seem to have furnished the 
main promotional theme through most 
of October and are selling well in all 
price ranges offered. Several special 
sellings, in the $10.95 to $14.95 classi- 
fication, have been especially success- 
ful. Marshall Field & Company, as 
part of an extensive reptile promotion, 
ran a full-page advertisement of “rep- 





STEVENS 


Suede pianissimo 















Interesting fashion in which Chas. A. 
Stevens & Co., Chicago, presented 
their soft suede model. 





tile shoes to play in, walk in, dance 
in” at prices ranging from $12.95 to 
$28.75. Baby alligator, lizard, python 
and cobra were offered from all divi- 
sions of the fifth floor shoe section. 
Carson, Pirie, Scott & Co. also ran a 
large advertisement of correlated bags 
and shoes in alligator, referred to as 
“king of the reptile skins.” Joseph 
Salon Shoes referred to “supple baby 
alligator—the skin you love to wear” 
in a special promotion . suggesting 
them for tweeds and suits. 

Velvet shoes have also been re- 
ceiving a large share of attention. 
Field’s devoted a number of State 
Street fashion windows to velvet suits 
and dresses, shown with black velvet 
shoes. Joseph has been showing velvet 
in sandals for evening wear. 

= = = 


BUSINESS SPOTTY 
IN NEW YORK 


BUSINESS has been “on and off,” 
according to many New York mer- 
chants reporting on the past few 
weeks. Asked what is selling, they 
answer “everything,” meaning black 
suede, still probably number one in 
demand. They mean also, however, 
a considerable amount of blue suede. 
One high style store reports that they 
“can’t get enough” navy blue suede 
ankle straps. Another store, style- 
minded but not in such a high price 
bracket, calls the demand for navy 
blue “very good,” ranking it second 
to black, both of which, they say, 
sells best on a high, 22/8, heel. 

In spite of the current demand for 
suede, for many years the most im- 
portant leather for this season, more 
smooth, “polished,” leathers are sell- 
ing in the stores at present. These 
are being featured chiefly in tailored 
types. Another leather that is stag- 
ing a big comeback is reptile, espe- 
cially alligator, alligator lizard and 
some lizard. Although brown is the 
strongest color in these, some black 
is selling and some color, red and 
green, these two in an_alligator- 
grained calf, however. 

The diversity of taste in heel heights 
continues. Some women are buying 
medium heels almost exclusively now 
that dressier shoes are being made in 
16/8 and 17/8 heights. The demand 
for 22/8 continues very strong in 
dressy types, however. Plenty of low 
heels are selling in street and some- 
what dressier shoes and women are 
buying them who formerly thought 
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that they could not wear such low 
heels. 

While there seems to be a growing 
trend toward more closed patterns for 
general daytime wear — pumps and 
stepins on medium to high heels— 
many of the more formal daytime 
shoes are very opened-up with dainty 
strippings and cutouts. At the op- 
posite extreme, some high style stores 
report business in spectator types, 
some of these in welt constructions 
with built-up leather heels. 

> om 


BUSINESS LULL 
FELT IN DETROIT 


A SPIRIT “bloody but unbowed” 
characterizes the leading Detroit shoe 
merchants, in the face of an acknowl- 











edged business lull that has become 
serious, even critical in the case of a 
few stores and particularly smaller 
merchants who do not have the re- 
serve to pull through such a recession 
satisfactorily. Experienced shoe men, 
however, are not alarmed by the situa- 
tion, although fealizing that it calls 
for cautious merchandising. 


The need for an intelligent ap- 
plication of sound principles of op- 
eration in day-to-day business, includ- 
ing buying, promotion, point-of-sale 
and customer relations generally, is 
being increasingly stressed by de- 
partment managers in dealing with 
their staffs, and by shoe men in mu- 
tual discussion. The text was aptly 
set by Milan F. Stonebreaker of the 
Crowley Milner Company, who strong- 
ly criticized unsatisfactory, “half- 
shot” merchandise practices, and sum- 
marized the need: “We just forget to 
remember all the things we knew ail 
the time.” According to this view, 
which finds ready acceptance here, a 
return to first principles of selling is 
the prime requisite. In general, it is 
felt that present store managers have 
the basic knowledge and experience 
to meet the needs of the moment, if 
they avoid panic, and think the situa- 
tion through. 

Business volume is admittedly off, 
though the figure is quite uneven. At 
R. H. Fyfe & Company, for instance, 
the total of business is nearly equal 
to a year ago—but there is consider- 
able difference between departments. 
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“Flirtation". was the name which I. 
Miller, Baltimore, Md., gave these 
very open dress patterns. 





Major stores indicate an average of 
about 10 to 12 per cent from a year 
ago, but slightly up from September, 
1949. 

There was a marked drop, espe- 
cially in downtown stores, around the 
first of October resulting from several 
factors, including industrial uncer- 
tainty stemming from the steel strike. 
Detroit had a brief spurt of activity 
late in September when the then-im- 
pending Ford strike was settled peace- 
fully, and buying in retail stores 
moved upward, but layoffs in fringe 
fields started as the steel industry 
went down, slowing this trend. 

Weather was exceptionally warm 
in a true return of Indian Summer 
during the first half of October, prov- 
ing unfavorable for the shoe trade. 
Retailers generally looked forward 
to a nice pick-up for November, as 
a natural result of the weather-caused 
slump. 

Black continued the dominant tone 
in the style picture. Suedes and 
leathers were leading, with medium 
heels in high demand, in contrast to 
the extremely high heels of a season 
back, as summarized by leading 
buyers. Price trend was reported to 
be strongest in the $6.95 range down- 
wari. 

At least one major store staged a 
strong promotion of pumps as an 
important seasonal factor. 

General buyer attitude toward 
Spring is quite uncertain at this writ- 
ing, but some delay in decisions is 
expected to have a stimulating effect 
on buying at the Annual Shoe Fair 
in November. 


INTEREST IN HONEY 
COLOR IN BALTIMORE 


S$ HOE buyers in Baltimore in dis- 
cussing sales for September and the 
first week in October pointed out sev- 
eral interesting facts. One was an 
unprecedented interest in honey color 
lizards and alligators which swung 
along under their own momentum. 
However, wary store executives felt 
they deserved building up, and con- 
sequently started to promote these 
neutral reptiles in October. 

Another interesting highlight re- 
volved around a special promotion by 
one department store of taupe suede 
with matching bags at from $12.95 to 
$15.95. 

So far as volume business was con- 
cerned, one high style specialty shop 
specializing in higher priced merchan- 
dise stated that turnover was equal 
to that of 1948 for the same period. 
Another department store shoe buyer 
claimed a drop of 10 per cent from 
last September. 

High style shoes in black, navy and 
brown suede were selling well around 
$18.95—$22.95 at one store. Black 
and brown suede casuals were going 
well at $12.95. One store expected 
a terrific business in flats from the 
college girl trade and was going to 
stock them in red, brown, black, 
green and navy in suede and smooth 





leather at around $10.95. 

Brown alligator was selling best 
with green, black and wine next in 
order of preference. Also, black suede 
opera pumps in both open and closed 
toe with closed backs were popular 
at from $10.95 to $12.95. 

& 2 # 
UPTURN IN BUSINESS 
IN NEBRASKA STORES 


LaTE September and early October 
shoe sales in Lincoln, Neb., showed a 
seasonal uptrend, with buyers now 
confident that they will make last 
year’s dollar volume figures for the 
last quarter, while unit sales will be 
up this season. Notable trends here 
in recent weeks have been a little 
more consumer resistance to price in 
the upper price brackets, slowness of 
women’s dress shoes to pick up in 
stores catering to the farm and middle- 
income trade, and heavy demand for 
casual shoes in men’s lines. 


Boot and Shoe Recorder 




















I, takes flexible upper leather finishes to keep shoes 
looking salable after “try-ons” at the fitting stool. 


Finishes that break well and are durable can be blended by United 

Finishing Specialists ... experienced men who can first 

analyze leathers, then assist your finishing department in 
producing the desired results. 


As many manufacturers have discovered, it pays to call upon 
such a specialist because you can have confidence in his 
recommendations. It pays in other ways, too, for often the 
United Finishing Specialist can show you a method or a material 
that will make possible substantial savings in finishing. To 
find out in your case, just call the nearest United branch office. 





Give your shoes a good break with UNITED FINISHES 





PRODUCTS 
OF 


BB CHEMICAL CO. 


FINISHES FOR UPPERS 
BOTTOMS © HEELS © EDGES 


UNITED SHOE MACHINERY CORPORATION 
BOSTON, MASSACHUSETTS 
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Departments depending largely on 
traffic for profits this season indicated 
that they were having no trouble in 
beating last year’s pairage sales, but 
that dollar volume has ranged from 
slightly down to even with a year ago. 
The big volume is at $10.95 instead 
of $15 and $17 as it was two years 
ago and, to a lesser extent, a year ago. 
These same traffic departments also 
noted that color selection is more of 
a necessity this season than at any 
time since prewar. 
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The larger departments featuring 
medium price merchandise also noted 
that smooth leathers have been more 
in demand than suede, despite the 
fact that high style salons in Lincoln 
are having a very good suede season. 


Nebraska women are not taking to 
closed shoes except for the opera 
pump in the salons featuring fashion 
merchandise. At popular prices, san- 
dals have been especially good along 
with the sling pump. 

Shades of brown have been im- 
portant in the women’s departments 
featuring better footwear, with almond 
a best seller at one store. Present 
indications are that red will sell sur- 
prisingly well as a fashion color later 
this season, one buyer believed. The 
opera pump was said to be the only 
closed shoe that is selling, whereas 
even as recently as two years ago this 
closed number was not important in 
Nebraska. Ninety-nine per cent of 
dress shoes in fashion stores have 
been platform soles, with some rather 
high platforms in demand this season. 

Suede was reported as very good, 
both in casual and dress styles in 
better shoes. Lizard also was cited 
as very good, and as about the only 
shoe for which customers now will 
pay $25 and up. During the past 
month, an increase was noted in re- 
sistance to prices over $25. Where 
customers used to hesitate but buy 
such shoes if they really liked them 
a year ago, they now are turning to 
less expensive shoes, with $18.95 a 
popular price. 

Slow deliveries continue to bother 
some Lincoln stores, especially where 
wanted brands are concerned. 


Family shoe stores reported that 
men’s shoes took the biggest upturn 
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in late September and early October, 
while children’s sales have remained 
steady and women’s fashion shoes have 
been slow in opening up. Lug soles 
were reported as a surprise best seller 
in men’s departments, indicating a 
good student business. 

One buyer reported that the biggest 
news in his store was the surprise 
demand for half-Wellingtons. While 
a fair share of this business has been 
with students and other young men, 
he stated, a surprisingly large volume 
has been done with men whose work 
takes them outdoors, such as farmers 
and railroad men, who ordinarily 
would buy heavier type work shoes or 
boots. The dressier appearance of the 
half-Wellington seems to have caught 
the fancy of such customers. 

Several stores have advertised black 
shoes for men this season, but buyers 
admitted that the ratio of sales has 
been running 20 brown to one pair 
of black in dress shoes. 

Children’s shoe buyers termed the 
steady demand as encouraging. Novel- 
ty shoes in this category also have 
been good, and one buyer said novelty 
slippers are continuing as a best seller. 
Several buyers pointed out that lower 
prices on slippers in general should 
augur a good holiday season this year. 

* = = 


MIAMI MERCHANTS EXPECT 
GOOD WHITE SEASON 


LATE Summer prediction of several 
shoemen in the Miami area was that 
pastel tones would be more or less 
“mportant in early Fall, but today. all 








Black suede shoes of every descrip- 
tion were featured in this recent ad 
by Burdine's, Miami. 


agree that they were in error. Pastels 
are definitely out, but most merchants 
are expecting an active season in 
white when the resort season opens in 
January. 

Sales now, as reported by a number 
of shops, are averaging 60 per cent 
Black. In colors, brown has been mov- 
ing well, and during the past month 
red has been important. Green, which 
had been leading, has given way to a 
deep red. This is a deep burnt orange 
tone. Both Parkway and Turf Green 
have been good, and some taupe has 
been active. Cherry red is in the pic- 
ture, but only in spots. 





The sandals, mere soles held to- 
gether with thin strands of leather, 
which were outstanding during the 
Summer, are fast giving way to the 
more substantial type. Not that such 
is needed in this climate, but women 
like to observe the seasons and to 
dress for cool weather, whether we 
have it or not. The closed tee, closed 
heel has not been well received here. 
The heelless, toeless model is still 
most popular, and closed toes with 
either closed backs or sling backs are 
moving, although slowly. 

Platform soles account for a good 
80 per cent of sales, according to 
several shoe store managers. Half 
and three-quarter-inch platforms are 
exceptionally popular. 

Heels are anything from flat to five 
and a half inches in height. All dress 
shoes have high heels, and the casuals 
run to flats. There is great activity 
in all types of casuals, although the 
new resort novelties have not as yet 
been shown. 

The V-shaped vamp has been im- 
portant, possibly because it gives a 
more slender appearance to the foot. 

Some shoe men are anticipating 
activity in square toe models, but they 
are not expected to assume volume 
proportions. 

Suede continues to be the leading 
leather. Its soft surface goes well 
with the new dark Fall clothes. Fall 
and Winter fabrics promise to be rich 
in texture, and suede is the shoe pre- 
ferred for wear with such clothes. 
Glossy, shiny calkskin is still in high 
favor, however, and a lot of soft kid 
is moving. Reptiles continue to be 
ultra smart. 
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Trim fit around slim ankles... . every line 


© its glamorous best. These sell shoes. And 
' they're yours with Fairy Form’s complete 


_ line of sizes, heel heights, heel styles and 


~~ toe styles that result in perfect forming — 


"no gapping — no distortion. In these days © 


eras 


November 


of hard selling, take advantage of Fairy 
Form’s proved results. Write for catalog. . 
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Give Your Display Shoes 
Maximum Sales Appeal 
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Highlight the Features 
that Make Your Shoes SELL 
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RECORDER SURVEY OF CURRENT CONDITIONS IN SHOEMAKING CENTERS 


Max “clull tity and Markets 


New York 


ALTHOUGH buying has continued on a cautious, “order 
when absolutely necessary” basis, manufacturers report 
that buyers have shown a tendency to be willing to order 
one or two extra patterns to see what they would do in the 
store. Opinion on seasonality in shoe buying varied. While 
some manufacturers claimed that seasonality was here, 
others stated that buyers bought only when their inven- 
tories were low or short of certain sizes, and when they 
had enough cash on hand. Naturally, this method of buy- 
ing doesn’t necessarily follow a seasonal pattern. Manu- 
facturers complained bitterly about this method of buying, 
because such erratic ordering made it difficult to plan 
factory production. Usually, they said, orders all came in 
at once, and the resulting jam made it virtually impossible 
to meet delivery date requests. They strongly pointed out 
that five to six weeks were still required to fill an order. 

The last few weeks before the National Shoe Fair were 
not traditionally busy ones, and manufacturers expected to 
see action after the Chicago and New York shows. Fall- 
off .in business was laid to: weather, empty consumer 
pockets because of money spent for children’s school 
clothes, money spent to take advantage of apparel bargains, 
food costs, strikes, and the threat of strikes. 

Production reports ranged from capacity to slightly 
below normal. Manufacturers were working on November 
and December orders. A number of reorders had been 
received. 

It was claimed that there wasn’t as much price resistance 
as a year ago. One manufacturer said, “Buyers don’t have 
a ‘take it or leave it’ or ‘T'll go elsewhere and get it for 
less’ attitude now.” It was believed that the public realized 
that shoe prices were pretty well stabilized by firm leather 
and labor costs. “Women are looking for value today,” 
said one manufacturer. “Price resistance is negligible. 
If you have what women want, they'll buy it. And, today, 
I'll venture to say that women know value better than 
we do.” i 

Indications are that colors will run riot in the Spring. 
It was reported that multicolor sandals would be very 
popular along with leather combinations. Linens and 
gabardines were expected to receive attention. Smooth 
leathers in certain patterns were mentioned as coming 
into the Spring fashion picture. Alligators should continue 
to be in demand in the opinion of the majority of manu- 
facturers. 


Chicago 
F ILL-IN and ‘reorder business in Chicago and Midwest 
factories and wholesale houses has improved to such a 
degree that sales figures, as far as units go, are close to 


those of a year ago. This section of the country has defi- 
nitely recovered from its Summer slump, and, if the labor 
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situation improves, the outlook for the remainder of the 
year and for 1950 is most favorable. 

The majority of important business indicators in the 
Chicago area rebounded sharply in August from July lows, 
according to a recent report of the Chicago Association 
of Commerce, and the trend has continued. The index 
of Chicago department store sales rose from 165.6 in July 
to 180.2, which compares with 195.8 for the corresponding 
month a year ago. Federally inspected livestock slaughtered 
numbered 485,295 in August, above both the 403,144 for 
July and 421,620 in the preceding August. The improve- 
ment in business has been noted in better business in all 
price ranges, with activity increasing particularly in the 
better men’s and women’s shoes. 

Factories have been pushing salesmen pretty hard, and 

e weeks preceding the National Shoe Fair found most 
of them on the road. In a few cases, they showed samples 
of Spring shoes, but most of the trips were made to gather 
as much other last minute business as possible. Salesmen 
in many cases reported these trips far more fruitful than 
they had expected. The delay on the part of retailers in 
reordering has pressed most of the factories to the limit 
in making deliveries. In-stock style and slipper houses 
are all exceptionally busy. 

The need for salesmen to spend more and more time on 
the road and calling on retailers is becoming increasingly 
apparent. Even in viewing Spring shoes at large or small 
regional shows, retailers are inclined to defer their “serious” 
ordering until the salesman comes to call. The shows are 
still held to be invaluable for gaining an over-all picture, 
but more and more buying during coming months will be 
done right in the retailer’s own store. 


St. Louis 


THE shoe price outlook as interpreted by representative 
sources of St. Louis’ footwear industry reveals a continua- 
tion of the status quo for the forseeable future. Costs 
have moved up in recent months, manufacturers have 
pointed out, primarily from the build-up of in-stock depart- 
ments and the tendency of retail buyers to postpone large 
portions of their buying until just prior to the opening of 
the selling season. Both these factors increase adminis- 
trative costs as they make for a longer period of handling 
of lines by the manufacturers and a partial elimination 
of the risk of merchandising from the retailer. 

Added to this is the fact that the raw materials market 
would indicate little likelihood of immediate easement. The 
effect of devaluation of foreign currencies on prices of raw 
materials, manufacturers indicate, will probably not be 
immediate. And just what eventual price easing will result 
from this action, opinions of various producers disclose, 
is a matter of pure conjecture. 

The cost of labor, of course, has not lessened. In fact 
its pattern is expected also to follow the status quo. Inter- 
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RUBY (black) KID 
BROGANDI 
CARA 
BOKHARA 
VALENCIA 
PEERLESS KID 
EVANETTE SUEDE 
TOFBUK WHITE SUEDE 
PEERLESS LININGS 
PEERLESS SLIPPER KID 
JIMMY PIG 
EVANIDE KIPS 
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You'll find them 
everywhere 
in everything from 
baby shoes 
to rugged styles 


for men 
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Try Them Out in the Sunny South 


I should like to make the point right 
here, however, that I have always been 
an advocate of dark shoes worn with 
dark Summer clothes or prints and 
dark matching accessories. With dark 
Summer sheers, slated to be strong 
again this coming Summer, a matching 
suede shoe is very style-right; so are 
some of the new airy, opened-up patent 
leather shoes and the mesh, alone or 
combined with leather, These shoes 
may be part of your Southern resort 
business, a chance to get a preview of 
that part of your Summer business. 

Let’s get back, however, to the shoes 
that we want especially to talk about, 
the lighter, brighter shoes that are so 
definitely pretty and style-right with 
the many new pastels in Southern re- 
sort and Summer clothes. Besides the 
tan and white spectators—or black and 
white or some other combination—for 
wear with tailored light clothes, there 
are solid color shoes in red—slated to 
be a strong color this coming Spring— 
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in green, in some of the lighter browns 
and blues and in the important blond 
or “honey” tones. These colors can be 
used to contrast with many light Sum- 
mer costumes or to pick up the color in 
a stripe, a check or a plaid. A smooth 
leather shoe with-a matching color in 
handbag, belt, hat, gloves—any one or 
two accessories to match the shoes— 
give the right kind of sparkle to Sum- 
mer clothes in light colors. . 
Besides these solid color shoes and 
accessories, there are, of course, all the 
multicolor combinations that are being 
made this year. These require more 
careful coordination than a solid color 
does, and the best way to sell multi- 
colors is, of course, for wear with a 
costume in white or a solid color which 
will harmonize with one of the colors 
in the shoe and accessories. Never have 
there been more charming or smarter 
colors than in this season’s leathers. 
Tanners of kidskin in smooth, suede 
and grained or crushed surfaces and 


tanners of reptiles and patent leather 
have been showing beautiful designs 
using a wealth of new colors, alone or, 
more often, in combinations. Calfskin 
tanners have also introduced color 
ranges that are outstanding. 

With all these beautiful colors in the 
market and with such interesting styl- 
ing in white and colored shoes for the 
coming resort seasons, the door is wide 
open for you to promote shoes for the 
occasion and for the costume and to 
sell white, light and bright shoes for 
clethes in light colors and dark, opened- 
up shoes for dark Summer costumes 
and for the smart contrast with light 
colors in clothes when their style war- 
rants such coordination. But we don’t 
mean a black suede shoe—dressy, tail- 
ored or casual—with a tailored light 
color cotton suit, for example. The re- 
tailer who is allowing a shoe of this 
kind to become an all-occasion shoe is 
losing pairage to a degree that is both 
unfortunate and unnecessary. 





New Patterns 
in Shoe Distribution 
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Another immediate advantage, a 
physical one, is the “newness” of these 
stores. Retailers have used the latest 
ideas in store decoration, design and 
arrangement. Strong appeals have 
been made to infants and children in 
this respect. Surroundings are pleasant 
to both children and parents. A strong 
selling point in warm weather is air- 
conditioning which has already become 
a “must” for the up-to-date retailer. 

The opening of a new store in a hous- 
ing project is not radically different in 
a business sense from the opening of 
any other store. Considerable risks 
are, of course, involved in any new busi- 
ness enterprise. A project, however, is 
an unknown and untested product. Much 
of the data about it is on paper, and 
much of it is a combination of calcula- 
tion and fact. Traffic, frontage, stock 
selection, rentals and other important 
— can only be determined by hard 
work. 





Washington Newsreel 
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Liberia halved the rate on rubber 
footwear to 20 per cent (.24 per pair 
minimum) and similarly reduced rates 
en footwear with rubber or composition 
soles and fabric uppers (to 20 per cent, 
-12 per pair minimum). Haiti reduced 
the rate on shoemaking machinery from 
5 per cent to a free status. 


In addition to specific concessions, 
any negotiated reductions with other 
countries within the agreement would 
apply equally to the U. S. 


* * * * * x 


As indicated on this page two weeks 
ago, the effects of foreign currency de- 
valuations on the leather and shoe 
trades are turning out to be negligible. 
The Argentine devaluation was accom- 
panied by a rise in the price of hides, 
which resulted in a net reduction of 
only a few pennies, leaving Argentine 
prices still substantially ahove U. S. 
market quotations. Argentine prices 
will have to drop much more if hides 
are to be sold in this country in any sub- 
stantial quantity. . 

While goat and kid skin prices have 
dropped in some portions of the world, 
the drops have not been significant 
enough to suggest a definite pattern. 





Ballet Dancers Want 
Style in Shoes 
[CONTINUED FROM PAGE 27] 


long day of classes, rehearsals and per- 
formances to pamper their feet. 

The red shoes Moira Shearer wears 
in the movie of that name have not 
made her partial to red, however. “I 
never wear red,” she says, pointing in 
explanation to her shining hair, red, 
but much too pretty to give her the 
name of carrot top. “Blue and green 
are my favorite colors in clothes, and 
in shoes I wear mostly black.” 

Clothes—off-stage ones—have been 
made an important feature of this first 


American tour by the Sadler’s Wells 
Ballet, official ballet for London’s fa- 
mous Covent Garden Opera. The en- 
tire British fashion apparel industry 
worked to outfit these 34 young dancers, 
allowing them to choose whatever they 
liked in the current fabric, ready-to- 
wear and accessory markets. To pre- 
sent these clothes to the New York 
fashion press, “The Ambassador, The 
Pritish Export Journal for Textiles and 
Fashions” gave a party in the Louis 
Sherry Restaurant at the Metropolitan 
Opera House, where the company is 
now dancing. Mingling with the guests, 
the dancers showed these clothes to the 
best possible advantage by simply wear- 
ing them. In addition to the wonderful 
woolen materials of which the suits 
were made—and most of the girls were 
in suits on this occasion—the new sil- 
houette with definitely dropped shou- 
ders was especially noteworthy. So, too, 
was the preponderance of berets and 
close-fitting hats and of pumps. 





Cooperative Style Show Held 


YOUNGSTOWN, OHIO—Hundreds of 
style-conscious women were turned 
away because the ballroom of the Hotel 
Pick-Ohio, Youngstown, was completely 
filled on the recent occasion of a free 
style show featuring costumes by Flor- 
ence Sibila and footwear by Lustig’s. 
Three other merchants cooperated in 
the show, with furs by Fred Everth, 
millinery by Linton and jewelry by 
Raymond Brenner. A five-column 14- 
inch deep newspaper advertisement 
heralded the event, stating that no ad- 
mission tickets were required. 
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Good Community Promotion 


Pays Off 


Goop community promotion is unquestionably one of the 
most effective forms of advertising. A sustained and effec- 
tive community promotional program is usually difficult to 
put into active operation. Business members of a com- 
munity will often get together for an occasional spec- 
tacular promotional splurge. Such events do not, however, 
show the results obtainable through a well-rounded, well- 
planned and well-organized program of community ad- 
vertising. 





Billboard advertising of this type attracts customers from 
all over Seattle to the University District business section. 


Despite formidable obstacles, the University District 
merchants of Seattle, Wash., have successfully developed 
a fully effective community promotion program. Through 
it they have succeeded in attracting shoppers from every 
section of Seattle and from rural areas as well. 

The results achieved have been impressive. Of particu- 
lar interest are the methods which were adopted. 





= fe 4 
Robert Apple, manager of Christensen's, shoe store in 
Seattie's University District, gives a stamped parking 
ticket to a customer after she makes a purchase. This 
entitles her to free parking. 


The University District is one of the major residential 
districts ef Seattle. It is approximately six miles from 
Seattle’s downtown shopping center, with a population of 
from 40,000 to 100,000, depending on how many nearby 
minor districts are included. The business section serves 
the entire Northeast section of the city. It is concentrated 
mainly in an eight-block-long section of University Way. 

Previously the District had sponsored successful com- 
munity promotions, and merchants were favorably dis- 
posed toward this type of advertising. They did not, how- 
ever, have any regular and sustained year ‘round program 
of promotion as a district. 

The first problem was that of raising funds which were 
needed before an effective program could be contemplated. 
Discussion of the matter led to tentative setting of a $30,000 
annual promotional budget. 

The method of raising funds presented a difficult prob- 
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SELL SLIPPERS ... 
52 WEEKS AYEAR 


WITH 


| Gerdiliieaes 


a by GERDA  & 
NEW YORK 












REAL VALUE 
CHILDREN’S SLIPPERS 


They sell fast because of their 
easily 


No. 251 


All Leather Snap 
Durable Soft Soles 
Colors: Red, Blue 


Sizes: 5-8 $1.45 
w-12 1.60 


No. 241 Feit Gore 
30 oz. Weight Felt 
Durable Soft Soles 
Colors: Red, Blue 
Sizes: 8/2-12; 12'/2-3 


$1.35 

















No. 302 
All Smooth Leather 
Opera. Hard Flexible 
Leather Soles. 

Colors: Brown, Blue, Red 
Sizes: 5-8, 8/2-12, 12-3 


Also Available in Extra Wide 
Widths. Red — Blue Elk 
Sizes: 5-12 


$1.85 


No. 403 chubby’s 
Elk, EEE, Red, Blue 
Hard Flexible Lea- 
ther Soles. 


Sizes: 5-12 $2.10 
Bootee. oy © rage . 
Sess 08, Oh l2 See us at POPULAR PRICE SHOE SHOW 


Room 1464, Hotel New Yorker 
Nov. 27-Dec. 1 


$1.75 
FOOTWEAR C0., INC. 
GERDAGRAM FOR EXPORT . 
158 DUANE STREET, NEW YORK 13, N. Y. 






No. 404 


All Smooth Leather 














How to Pick Winners at the Turnover Track 


his door represents “demand.” Each 
factor has 10 basic elements, and the 
purpose of the “form sheet’ is to es- 
teblish the relationship of all the points 
in one factor with all the points in the 
other and to find or create 2 common 
denominator of merchandise supply and 
customer demand. 


The Customer Factor 


Know your customer and you know 
the probable demand for what you have 
to offer! Don’t guess. Get facts that 
are common to the status and needs of 
your customer group. Study these facts, 


[CONTINUED FROM PAGE 40] 


ing retail market conditions. 
this trend shaping up in your area? 

5. Environment: Sales of many items 
are largely determined by environmen- 
tal conditions. Study your community 
and the environs of your customers as 
an influence on sales. 

6. Stability : The stability of your cus- 
tomer has many aspects other than per- 
sonal reliability. Is his employment 
stable? Is he permanently or tempo- 
rarily housed? Is his income steady or 
seasonally fluctuating? Is his family 
pattern constant or changing? 

7. Backgound: Do you understand 





MERCHANDISE “FORM SHEET" 
Check ALL points in Merchandise Factor against ALL points in Customer Factor. 








Score relationships: (1) llent; (2) satisfactory; (3) questionable; (4) poor. 
No. CUSTOMER FACTOR No. MERCHANDISE FACTOR SCORE 
1. Income 1. Price oa Poe ge 
2. Mode of living ees, Se A OL Pe ee 
3. Family patterns 3. Style 
4. Age levels a a 
5. Environment 5. Area of use 
4. Stability CS a a ee 
7. Background 7. Term of use 
8. Buying habits DI ee eR 
9. Immediate needs i ee 
10. Probable desires 10. Financing 
RATING CHART 
Probable Total score ...... 


Total Score Performance 


10 Fast turnover 
11-20 Average turnover 
21-30 Slow turnover 
31-40 Long Shot 





analyze them carefully, and then check 
their application in relationship to the 
eiements of your merchandise (supply) 
factor. 

1. Income: Determine the average 
income level of your customers. This 
represents the maximum purchasing 
power of your market. You cannot af- 
ford to over-rate or under-rate this 
maximum. 

2. Mode of living: Do your custom- 
ers live within their incomes? Do they 
spend and save wisely? Do they spend 
more or less for certain things such as 
housing, clothing, food, entertainment, 
education, transportation, etc., than is 
average for their income level? Know 
the buying pattern as well as power of 
your market. 

8. Family pattern: Family patterns 
run fairly uniform through communi- 
ties and related groups of customers. 
This is a vital point in the customer 
factor. Marital status, size of family, 
nature of home life, etc., greatly affect 
buying power, desire, and trend. 

4. Age levels: National population 
trends at various age levels are chang- 
ing extensively and are strongly affect- 


the racial, national, cultural, economic, 
and physical background of your cus- 
temer? It is a strong influence on his 
mode of living, buying habits, and 
many other points. 

8 Buying habits: Does your cus- 
tomer usually make small purchases for 
immediate needs, or longer purchases 
for reserve use? Does he pay cash or 
buy on credit? Does he like service or 
self-service stores? 

9. Immediate needs: Every customer 
has many wants, and can seldom sat- 
isfy all of them at one time. His need 
for shelter, food, and clothing is pri- 
mary. What other immediate needs 
has he? 

10. Probable desires: Besides his im- 
mediate needs, every customer has 
many desires which may not be imme- 
diately gratified because of income re- 
strictions, family requirements, and 
other factors. Learn these, as well as 
the immediate needs. They represent 
tomorrow’s sales. 


The Merchandise Factor 


Check every item or group of mer- 
chandise on 10 points and analyze each 


How is 


in relationship to each of the 10 points 
in the customer factor. This will indi- 
cate the existing common denominator. 
Score each point on your “form sheet,” 
and rate the probable performance of 
the item according to the total score of 
its “merchandise factor.” 

1. Price: Is your price tag too high 
or too low in relation to the customer’s 
income, needs, habits and other points? 

2. Quality: This word is commonly 
misused to indicate fine merchandise. 
Actually it denotes the character or 
characteristic of the merchandise, and 
not the degree or measure of its char- 
acter. Is the quality of the merchandise 
in keeping with income, standards of 
living, and other points of customer 
status? 

3. Style: Is the merchandise styled 
right for your customer, or is it over- 
styled or under-styled for his taste and 
purse? This is a vital point. 

4. Point of appeal: What is the chief 
appeal of the merchandise? Is it price, 
usefulness, service, appearance, protec- 
tion, ete.? Will your customer respond 
readily to this main point of appeal? 

5. Area of use: Is the area of use of 
the merchandise restricted by age, sex, 
size, etc., of the customer? 

6. Constancy of use: Is the merchan- 
dise of a nature that will be used con- 
stantly, frequently or rarely? In many 
instances this will affect the customer’s 
acceptance of price, and other points. 

7. Term of use: Is the merchandise 
something that will be used for a period 
of years, months, weeks, days or hours? 


‘This, also, strongly affects other points. 


8. Popularity: The popularity of 
merchandise is stimulated by advertis- 
ing, promotion, common usage, personal 
preference and like influences, and is a 
potent buying influence. 

9. Individuality: Some customers 
strongly favor merchandise with dis- 
tinct individuality—extreme styles, un- 
usual colors, odd usage, special tex- 
tures and other outstanding character- 
istics. Do yours? 

10. Financing: Will the merchandise 
be sold on a cash, short term credit or 
extended time payment basis? Does the 
required financing fit your customer’s 
ability and desires? 


Find the Common Denominator 


Now check the elements in your mer- 
chandise factor against those in your 
customer factor and establish the com- 
mon denominator relationship between 
each. Start with price, and weigh this 
against each point in the customer fac- 
tor, as: (1) Is it higher or lower than 
my customer can afford? (2) Is it com- 
patible with my customer’s mode of liv- 
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COLUMBUS SHOE FAIR 


SPONSORED BY THE OHIO SHOE TRAVELERS CLUB 


DESHLER-WALLICK HOTEL 


COLUMBUS, OHIO, NOVEMBER 20, 21, 22, 1949 


@ Over 150 lines Men's, Women's, Children's Shoe Accessories 


@ Shoemen's Luncheon. Monday, Nov. 2!, Mr. Edward C. (Ted) 
Orr, Potter Shoe Company and Past President of National Shoe 
Retailers Association, will speak. 


@ Banquet — Floor Show — Dance, Tuesday Evening, November . 
22, Deshler-Wallick Ballroom. 


@ Door Prize — Beautiful set of matched luggage. 
LIMITED SPACE AVAILABLE FOR ADDITIONAL EXHIBITORS 


Address inquiries to Ohio Shoe Travelers Club 
12 North 3rd Street, Columbus, Ohio 











ing? (3) Does it fit my customer’s 
family pattern and budget? Is it a 
proper price for my customer’s age, 
and so on through all the points in the 
customer factor. Then repeat and check 
the remaining points in the merchandise 
factor in the same manner. 

Evaluate the relationship of each 
merchandise point to the total customer 
factor, and score this on your “form 
sheet” as instructed. The store totai 
will indicate the probable acceptance 
and turnover speed of the merchandise, 
and you are reasonably certain at the 
start whether you are picking a win- 
ner, or choosing your items by guess 
and by hope. 


NYAYS Meeting Hears 
Talk on Styles 


NEw YorK — “Shoes for Spring will 
be lighter, more delicate, more airy, and 
more feminine,” Miss Irene Sharlin, 
fashion coordinator and stylist of Flem- 
ing-Joffe, told the members of the New 
York Association of Younger Shoemen 
at their social dinner meeting held at 
the Hotel Vanderbilt, October 20. Wives 
and friends of the members attended. 

“The texture motif is growing in im- 
portance in the Spring fashion pic- 
ture,” she said. “Fabrics featuring tex- 
ture interest and textured leather will 
be used to coordinate, and smooth leath- 
ers to contrast with textured surface 
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of fabrics.” Miss Sharlin reviewed the 
best colors in reptiles, calf and kid. 
She stressed the importance of beige, 
blond and champagne tones in all three 
leathers. 

President Joe Altobello, Cardone & 
Baker, in his greetings to the members, 
emphasized that the association will 
concentrate on continuing to make New 
York the fashion market of the United 
States. Several members, representa- 
tives of some of the outstanding shoe 
fashion creators and manufacturers, 
gave their opinions on the fashion mar- 
ket during the evening. 

Three prospective members of the as- 
sociation, William Burroughs, Gelburn 
Shoe Co.; Henry Balin, Tupper Shoes; 
and Fred Fleischer, also attended the 
meeting, 





Tanners’ Council Laboratory 
To Celebrate Anniversary 


New YourK.—The twenty-fifth anni- 
versary of the formal opening of the 
Tanners’ Council Research Laboratory 
at the University of Cincinnati falls on 
November 19, the council announces 
and in celebration of that event, open 
house for tanners, chemists, research 
men and members of the allied trades 
will be held during the week beginning 
November 14. “The physical facilities 
of the laboratory—building, equipment 
and apparatus—are among the finest of 





tny similar research institutions in the 
world,” the council announces and adds: 

“In the increasingly competitive era 
ahead for the industry, the laboratory’s 
work in the field of research is certain 
to be of even more importance than the 
programs carried on in the past. One 
current field of work, for example, in- 
volves analysis of substitute materials, 
their physical properties, advertising 
claims and related matters. Recognition 
should be given to the directors of the 
Laboratory Foundation for their wis- 
dom in recognizing the urgency of the 
problem and providing a special grant 
which made possible the analysis of sub- 
stitute materials.” 





Salesmen’s Organization 
Disbands 

BostoN—Forest R. Mitchell, secre- 
tary-treasurer of the Southern Shoe 
Salesmen’s Association, has announced 
that the members, at the last annual 
meeting, voted to dissolve. 

For fifty years this group, composed 
mostly of New England men who cov- 
ered the Southern territories, has been 
noted for its dinners and banquets. 
The vote to dissolve, Mr. Mitchell says, 
was because the membership had dwin- 
dled to eleven men and it was becoming 
increasingly difficult for them to get 
together at any given time for their 
business meetings and social gatherings. 








Whether you make 
or sell shoes 
consider these 


— Oo Steps 








Well-made edges are one of the im- 
portant details that improve shoe ap- 
pearance. Edges with a well-defined 
profile .. . edges that are smooth, W/C Edge Trimming Machine —Model L 
solid and rich in tone, complement the 





Smoother, highly accurate edge trimming at con- 


color and, style of the upper. 


siderable time-savings over earlier equipment is 
The three machines shown each con- assured by this high-speed machine. It makes pos- 
tribute to better edge making. Each sible great accuracy while requiring less skill, as 
assures a higher level ‘of machine proved in hundreds of installations. Freedom from 


performance. Each requires far less vibration is attained by improved design of the 


effort by the operator. Together they 
become'a highly effective unit for the 


steady production of attractive edges. 


entire shaft assembly with superior bearings . . . 


better lubrication .. . frequency-changer motors 





and no reciprocating parts. 


For complete details, contact the near- 


est United branch office. 
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G/C Sole Edge Inking Machine — Mode! 


This machine offers for the first time superior 
mechanical inking of attached sole edges. The 
controlled ink flow results in more uniform inking 
and better finished edges. Results in greater clean- 
liness, too, with savings in the Bottoming, Treeing 
and Packing Rooms. Look for these advantages 
over hand work, particularly on women’s close edge 
styles where the machine makes possible substan- 


tially more volume. 
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This new machine is smoother 3 WAYS—in op- 


eration, in appearance and in the edge it produces. 
The iron makes 5600 strokes per minute—2200 
more than preceding models and the shorter stroke 
greatly reduces vibration. Sets better edges more 
rapidly and with minimum operator effort and fatiguc. 
Has balancing system for quiet operation. Either side 
of the machine can be shut off when not in use, thus 


reducing wear, maintenance and power consumption. 


hey 


Keatiswaissah UE Stine 


A (WC Twin Edge Setting Machine — Model F 








Which is your 
Window? 








TRANSPARENT SHADES 


WHY suffer from sunfading—or why 
hide your windows? Like 75,000 other 
merchants, you can enjoy both Sun 
Protection PLUS Visibility. Just install 
Infra-Chem Transparent Shades! 
* This exclusive “miracle shade” gives 
top-to-bottom protection—stops both 
direct and reflected fading rays as awn- 
ings alone can’t do. Never weather- 
beaten nor shabby either, for Infra- 
Chem fits INSIDE your windows. 
* For lower display costs and more 
sales, see all the Infra-Chem story. 
Mail this coupon or write-TODAY. 


SAMPLES 






BROCHURE 

ESTIMATE 
t YES— Rush me new brochure, generous Infra- } 
' Chem test pl ond esti data. All 
without charge. * 


i 
' TURES Ts-239 (ase) 
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RANSPARENT SHADE CO. 


50! N. Figueroa St., Dept. 1611-C 
Los Angeles 12, California 























New Suburban Store 
Carries Out Family Policy 
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easy reach of salesmen. These are 
stored on four rows of specially con- 
structed shelves with aisles three feet 
apart. “This allows plenty of elbow- 
room for the salesmen to get shoes 
quickly,” Mr. Hahn explained. Average 
time for a Hahn salesman to get a pair 
of shoes from stock and return to the 
customer is ten seconds. “We don’t like 
to keep them waiting,” Mr. Hahn 
grinned. 

At the age of 15, Mr. Hahn went to 
work in a shoe factory at Carlisle, Pa. 
He spent two years there learning the 
business. After that he was appren- 
ticed to an outside store before going 
in with his father. Today he has in the 
business with him four nephews, Harry 
F., Arthur and William Hahn, and Steve 
Heller. He has been with the firm con- 
tinuously except for a stretch in the 
army during World War I. 

Hahn stores hold two clearance sales 
yearly. A sponsored newscast has been 
a nightly event over WTOP for eight 
years. 

Thirty people are-employed at the 
Silver Springs store which is managed 
by veteran Louis Gotlieb. He has been 
with the firm for 27 years and is one 
of Hahn’s most valuable men. 

Managers of the Hahn Shoe Stores 
have worked for the company a total of 
137 years. They hold weekly staff 
meetings which are informal, but at the 
same time invaluable to the employees. 
It is at these sessions that complaints 
are heard, constructive suggestions 
made and public relations stressed. 

For customer convenience as well as 
to expedite trade, Hahn has two cen- 
trally located cashiers and two well 
trained wrappers at all times. Partic- 
ular attention is paid to children’s shoe 
fittings. 

“Give your customer prompt and effi- 
cient service and instill confidence in 
him,” says Mr. Hahn. He visits all of 
his eight stores in the course of a week. 
One is in Baltimore, one in Arlington, 
Va., the others in Washington. 





Colonial Atmosphere 
In New Hack Store 
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so great that Saturdays, with young- 
sters out of school, became so busy that 
the store could scarcely handle the 
trade, despite the fact that it was not 
located on the street and was accessible 
only by elevator. A strategic location 
which is fairly central to the geographi- 
cal spread of the city’s metropolitan 
area was selected, at 19170 Livernois 
Avenue, a few doors from the inter- 
section of two of the city’s principal 
highways. The new store will cater to 


the juvenile trade, and bring this trade 
to a convenient spot. Parking facili- 
ties are easily available within a short. 
distance from the store. 

The store itself is the central unit 
of a group nearly 300 feet long de- 
signed in brick and frame style known 
as Williamsburg Row, because of the 
use of architecture made familiar at 
Williamsburg, Va. It projects some 
distance from the adjacent stores, giv- 
ing the Hack unit marked prominence. 

Two distinctive carriage lamps are 
placed, one on either side of the cen- 
trally-located door, which is designed 
with small glass lights, set in bright 
green wood trim, in contrast to the 
white trim for the large display win- 
dows on either side. The lamps and a 
large oval black and white medallion 
of a hack set over the store sign, “Hack 
Shoes” give the distinctive motif of the 
store, tying in with the family name. 

The store itself is open and spacious 
in atmosphere, with the basic tone set 
by the walls painted a dark barn red, 
trimmed with white. On the South side, 
the red tone is interrupted by a large 
mural landscape done in wallpaper, 
showing a typical American rural 
scene, in somewhat subdued colors 
reminiscent of Autumn haze. This is 
approximately 8 by 30 feet, and com- 
mands attention from any part of the 
store. The North wall is given relief 
treatment by two white columns. 


The partition between the fitting 
floor and the stockroom—and all stock 
is concealed—is designed in two sec- 
tions, one projecting slightly beyond 
the other, with the entrance to the 
stockroom centrally placed between 
them. Both are capped by a shingled 
roof. 

In the rearmost of the two back sec- 
tions, a large size window constructed 
as a shadow box has been inserted, fur- 
nished with its own shutters with a 
horse design on each shutter. The 
shadow box is lighted by a gold tone 
fluorescent concealed light. “Inside” 
the window is a Venetian blind, which 
permits shoe store personnel at the 
work bench in the stockroom to see 
clearly into the store without being 
observed by store customers. 


The occasional chairs used for cus- 
tomers are of a natural maple finish, 
upholstered in an ivory-toned plastic. 
They are grouped in four principal in- 
formal arrangements in various parts 
of the room, for convenient use with 
maximum efficiency when the store is 
crowded. Fitting stools to match and 
a few small chairs for little tots are 
provided. 

Carpeting of the store is a dark 
“earthy” brown. At the right of the 
entrance is a curved natural wood finish 
wrapping and service desk, containing 
a display unit for accessories. All 
financial operations, however, are car- 
ried on in the rear of the store, be- 
hind the rear partition. White fluor- 
escent fixtures furnish the lighting. 

The most distinctive feature of the 
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GOODYEAR WELT — BROWN OR BLACK RETAN 


$4.25 
$4.40 
$4.40 


“Geri? WORK SHOES ARE DISTRIBUTED IN THE EAST EXCLUSIVELY BY: 


#5350 Men's Brown Retan Bliucher, Leather Counter Pocket, Wide Bell 
Backstay, Heavy Leather Insole, Steel Shank, 18-iron Brown 
Zebra Cord Sole and Heel, Goodyear Welt. Sizes 6-12 

#5351 Same with Double Prime Bend Sole, Rubber Heel, Goodyear 
Welt. Sizes 6-12 

#5357 Same in Black Retan with Double Prime Bend Sole, Rubber Heel, 
Goodyear Welt. Sizes 6-12, 





“BRUTALLY STRONG” 


b. ] 

z sila 
WORK SHOES 

“BRUTALLY STRONG", as their name implies, these 

sturdy high-quality work shoes mean more wear to the 

consumer, more profit to the dealer! Only the BEST of 


workmanship and materials goes into shoes bearing the 
“GORILLA” name. 





Moderately priced, yet of "GORILLA" quality, the shoes 
pictured are among our best selling numbers. They're 
wonderful fitters, made of soft, strong, plump retan stock 
which will wear and wear and WEAR under the most 
adverse conditions — barnyard acid, mud, slush and snow 
will hardly touch them! 









Display cards and price tickets 
available — write for complete 
illustrated GORILLA Catalog! 
Just ask for pamphlet "A". 














Good Community Promotion 


Pays Off 
[CONTINUED FROM PAGE 51] 


lem. Quotas for contributions had to be set which members 
of the community would consider fair in relation to the 
size and profit margins of their own businesses and to the 
anticipated benefits which they would receive. 

Although funds did not reach the $30,000 figure, the 
Commercial Club was able to raise the total of $24,000 
in 1945. Subsequent campaigns have bettered that figure 
somewhat, so that the advertising committee now operates 
on an annual budget of approximately $28,000. 

With a sizable bank account, the next problem was the 
question of what to advertise. The most important point, 
it was decided, was the variety and completeness of the 
District’s merchandise and services. To emphasize this, 
they coined the slogan “The Department Store Eight 
Blocks Long.” 

Another point was “Family Shopping Night.” All mer- 
chants stay open for business every Thursday evening. 
Another was the convenience of shopping in an easily 
accessible residential district. In addition, a regular pro- 
gram of seasonal community events was laid out and 
promoted aggressively. These include such events as 
Spring opening, Fall opening, Spring and Fall fashion 
shows, special “weeks,” and Christmas promotion. 

There was one weak point in the promotional program— 
the parking problem. The plan which was evolved called 
for the investment by each member of $5,000 to be spent 
for the purchase of land for parking. With this, they 
bought up available property within one block of the 
central business intersection. The area was black topped 
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and floodlighted, with parking lot attendants. 

Customers who parked in the lot were given the usual 
parking ticket stub. If. they made a purchase from any 
store in the District, the merchant then stamped the back 
of the ticket. This authorized them to receive two hours 
of parking time for nothing. If they did not make a pur- 
chase, they were charged the usual parking lot fee. 

The lot gives merchants a competitive advantage over 
downtown stores, and puts them on an equal footing with 
smaller suburban shopping centers which do not have a 
parking problem. 

The final point in the University District’s program, 
how to advertise, was handled by turning this job over to 
an advertising agency. The media which were selected 
were radio, some newspaper advertising, billboards and 
bus cards. 

Two major events of the year are Spring Opening and 
Fall Opening. They extend over four to five weeks, with 
special “Weeks” to attract traffic to all stores. The fashion 
shows, both Fall and Spring, bring traffic to the clothing 
stores. Special contests with merchandise prizes are also 
offered to attract traffic to the District. 

Christmas promotion is handled separately, and costs 
the District approximately $6,000 each year. The avenue 
is decorated attractively, and loudspeakers are placed in 
various spots to broadcast Christmas music: Occasionally 
the speakers are turned off while the University of Wash- 
ington chimes play Christmas carols for an hour. Parcel 
wrapping service is also provided, as well as a Santa Claus 
with photo service to take children’s pictures, posed with 
Santa. 

As anticipated, the net result of the combined promo- 
tional efforts has been a stimulation of foot traffic through- 
out the entire business district, with the inevitable result 
of increased store sales. 


57 








IN STOCK—IMMEDIATE DELIVERY! 





SEND FOR CATALOG OF PROVEN SELLERS 
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1018—Black suede. 
Tess last, 17/8 heel, 
AAAA to C to 10. 1660. 

1019—Same in black calf. 1640. 


Avalon 










1024—Black suede. 
Dot last, 17/8 heel, 
AAAA to C to 10. 1660. 

1171—Same in black calf. 1640. 









1172—Black suede. 
Dot last, 18/8 heel, 
AAAA to C to 10. 1660. 

1103—Same in black calf. 1640. 









1106—Black calf. 
White stitched exten- 
sion sole. Diana last, 17/8 
heel, AAAA to C to 10. 1660. 





1107—Same in brown calf. 1660. 


"Makers of : Ps NATIONALLY 
Women’s Fine Footwear - ks : iy . i. f ADVERTISED IN 
exclusively CP ple nae: Vogue 


since 1872” 
New York Showroom: SHOE 


MARBRIDGE BUILDING 





FOOT REST 
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THE KRIPPENDORF-DITTMANN CO. « 


Ladie’ Home Journal 
Good Housekeeping 
and Cosmopolitan 


s 





CINCINNATI 2, OHIO 











Colonial Atmosphere 
In New Hack Store 


[CONTINUED FROM PAGE 56] 


store is an eye-arresting full-size pony 
carriage placed on the North side of the 
store. This carriage is the immediate 
object of attention by every youngster 
entering the store—and gives the com- 
plete tie-in for the store name. 

A double seat that can be used by 
two youngsters is in the center, about 
four feet high. This allows the oppor- 
tunity to fit the youngsters standing up, 
instead of in the conventional and 
sometimes difficult chair and fitting 
stool position. 


The carriage has brilliant yellow 
wheels and trim, including springs— 
which are designed for rugged use. The 
seat and upper portion are finished in 
black. The shafts have been placed 
under the carriage, in order to con- 
serve space. 

The hack theme is further carried 
out in the use of an old-style English 
type hackney with a vigorous trotting 
horse and a driver mounted at the rear, 
on distinctive wrapping paper. 

The firm was founded by Nathan 
Hack, well-known specialist in the cor- 
rective shoe field, new retired in Cali- 
fornia, and is operated by his two sons, 
Leonard and Dr. Morton Hack. 


PPSSA Will Fill 
$00 Hotel Rooms 


New YorK.—Hotels New Yorker and 
McAlpin will become “shoe department 
stores” during the Popular Price Shoe 
Show of America, November 27-Decem- 
ber 1. 

The more than 800 rooms of footwear 
and allied line displays will be depart- 
mentalized according to type and cate- 
gory to make the retailers’ job easier, 
Edward Atkins and Maxwell Field, co- 
managers, announced last week. 

At the Hotel New Yorker the PPSSA 
will occupy 16 solid floors, plus mez- 
zanine booths and parlor floor and some 
30 suites above the exhibit floors. Men’s 
and general lines will be concentrated 
on the fifth floor. Volume companies 
such as International Shoe Company, 
Endicott-Johnson Corporation, and Gen- 
eral Shoe Corporation will have dis- 
plays on this floor. On the sixth floor, 
volume, casual and play shoes will be 
concentrated, as well as several of the 
large volume lines such as Brown Shoe 
Company of St. Louis. The seventh and 
eighth floors will house women’s nov- 
e!ty lines from the New England mar- 
ket. The ninth to the sixteenth floors 
will contain the men’s, women’s, and 
children’s shoes and slippers as well 
as exhibits of three leading shoe ma- 
chinery companies, lasts, rubber, fabric 
and supply lines. 

The fourth and fourteenth floors will 
in effect be “Avenues of Shoe Whole- 
salers.” On the fourth floor large 
parlors will be devoted to presentation 
ef wholesale lines while an additional 
large number of shoe wholesale firms 
will be located on the fourteenth floor. 

The mezzanine floor, overlooking the 
main lobby of the Hotel New Yorker 
will be one of the busiest spots in the 
show since it will house the main reg- 
istration desk as well as a large number 
of booth exhibits. Every trade publi- 
cation serving the shoe industry, as well 
as suppliers of accessory and findings 
products to the shoe retail trade, will 
have exhibits on the mezzanine or in 
wells adjoining the elevators on the 
fifth, sixth, seventh and eighth floors. 

The official headquarters of the 
PPSSA management will be located in 
Rooms 1645-1646 of Hotel New Yorker. 

The Hotel McAlpin will contain three 
floors of popular priced brand line 
shoes, predominantly women’s dress 
and casual types. 

Typifying the efforts of the PPSSA 
management in making the facilities of 
the show of greatest convenience to 
retailers will be this year’s official direc- 
tory which has become known as the 
“Who’s Who” of the popular price shoe 
industry, listing company name, room 
numbers, description of product offered, 
retail price range, and the names of 
sales representatives in attendance. 
Listings will be both alphabetical and 
by hotel floors. 
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RECORDER REVIEW OF CURRENT HAPPENINGS IN THE SHOE TRADE 


To Manufacture Shoes in West Coast Hotel 





Public Will Be Invited to See How Footwear Is Made at WCSTA 
Show in Los Angeles 


Los ANGELES.—Carrying on its work 
of fostering a wider interest in shoes 
among the public, the West Coast Shoe 
Travelers Associates will have a spe- 
cial exhibit showing the actual manu- 
facture of shoes being made at their 
coming shoe show at the Alexandria 
Hotel in Los Angeles, November 13 to 
15. 

Shoe manufacturers headed by Sey- 
mour Fabrick of Vogue Shoes who is a 
d:rector of the National Shoe Manu- 
facturers Association, have made ar- 
rangements to make shoes in the hall 
room of the hotel during the show, 
using machinery and personnel offered 
by the United Shoe Machinery Corpor- 
ation and Mr. Fabrick’s company. 

On Sunday, November 13, the shoe- 
making exhibits will be open to the 
shoe trade and all retailers have been 
urged to attend with their entire sales 
organizations. The following two days, 
the exhibits will be open to the general 
public. 

The week of November 13 to 19 is to 
be proclaimed Greater Los Angeles 
Shoe Week by Mayor Bowron of this 
city. During this time retailers are 
planning a concerted advertising cam- 
paign which will top that of the recent 
Shoe Day promotion on October 5, and 
will direct attention to the shoemaking 
exhibit. Window displays have been 
planned to tie in with the show and 
with Shoe Week. 

A kick-off meeting of the WCSTA, 
both active members and associate re- 
tailers, will be held on Saturday, No- 
vember 12. At this meeting, Mel Kauf- 
man, president of Casuals, Inc., has a 
highly important message of interest 
te both retailers and manufacturers, as 
well as traveling men. 

At the Monday luncheon of the 
show, a panel discussion led by Max 
Sommer of Sommers & Kaufman, San 
Francisco, who will be master of cere- 
monies; and participated in by Harry 
Bennigson, of the Hamilton Shoe Co., 
St. Louis; Everit Nordstrom, of Nord- 
strom’s, Seattle; and Charles Kushins, 
of Oakland, Calif., will cover pertinent 
problems facing the shoe industry. Los 
Angeles “Miss Cinderella of 1949,” 
Gloria Winters, will attend the lunch- 
ecn and will sing. 

Tuesday has been designated as 
Ladies’ day. Charter buses will pro- 
vide transportation for the wives of 
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those attending the shoe show from 
the Hotel Alexandria to Hollywood, 
where they will be guests of the “Meet 
the Mrs.” and “Dick Haymes Show,” 
radio programs. 

Greater Los Angeles Shoe Day, held 
October 5, was an example of the type 
or cooperation fostered by the WCSTA 
and which this organization believes can 
be extended in the future and may even 
become a national promotion. 

“Most significant fact,” summarized 
Gil Winneguth, second vice-president of 
the WCSTA, in reviewing the results, 
“is that retailers, manufacturers, and 
the WCSTA can work together success- 
fully toward the common goal of better 
business. This is something that will 
unquestionably be adopted by other 
cities, and I for one expect to see a na- 
tional shoe week honoring this great 
American industry.” 

Greater Los Angeles Shoe Day was 
marked by thousands of lines of simul- 
taneous shoe advertising by depattment 
and specialty stores, dominating the 
local newspapers’ advertising columns. 

Newspaper fashion editors also co- 
operated, writing not only on shoe 
styles, but on the balanced shoe ward- 
robe and shoes and health. 








Gloria Winters, chosen “Miss Cin- 
derella" by Walter Galvin, president of 
the WCSTA, for Greater Los Angeles 
Shoe Day, October 5, and who will 
reign also during Los Angeles Shoe 
Week, November 13 to 19, 


Play Shoe Output Distorts 
Production Picture 


New YorK—The Tanners’ Council 
has estimated that September shoe pro- 
duction amounted to 41% million pairs, 
1.4 per cent less than the 42,081,000 
pairs produced in September, 1948. A 
preliminary estimate of 39% million 
pairs has been made for October’s -pro- 
duction, a volume slightly greater than 
in October of last year. August out- 
put, it has developed, was about two 
million pairs greater than was esti- 
mated, amounting to 44,995,000 pairs. 
The production of men’s shoes, misses’ 
and children’s shoes, and house slip- 
pers was greater than had been ex- 
pected. 

Total production for the first ten 
months is estimated to have totaled 
389,043,000 pairs, only eight-tenths of 
1 per cent less than in the same period 
of 1948 and three-tenths of 1 per cent 
less than in the same period of 1947. 
It is important to note, however, that, 
based on nine months’ figures, this rela- 
tively high level of production has 
been the result entirely of increases in 
the output of women’s play shoes and 
house slippers. Except for boys’ shoe 
production, which has held close to 
1948 levels, the output in the other 
major categories has been off by 7 or 
8 per cent. If it had not been for the 
gains in play shoes and slippers, the an- 
nual rate of 1949 production would 
have been nearer the 440 million pair 
level instead of being close to the 1948 
volume of 462 million pairs. 

The average factory value per pair 
in August rose 14 cents a pair from 
the July level, amounting to $3.51. A 
substantial part of this increase may 
have been the result of the shift in the 
make-up of production to Fali and Win- 
ter types of shoes which normally cost 
somwehat more than Summer styles. 
A somewhat similar trend took place 
last year when average values rose 
from $3.69 in July to $3.78 in August. 





Succeeds Father as Buyer 


BuFFalo, N. Y.—John A. Funnell has 
been appointed buyer of men’s and boys’ 
shoes at The Kleinhans Co. He suc- 
ceeds his father, John F. Funnell, who 
died recently. 

John A. Funnell has been with The 
Kleinhans Co. for the last 14 years and 
has served as assistant buyer for the 
last six years. 











Banquet Feature of Columbus Shoe Fair 





JOHN L. NEFF 


CoLtumBus, O. — A meeting of the 
board of directors of the Ohio Shoe 
Travelers Club and the annual meeting 
of that association, at which officers 
will be elected for next year, will be 
held here at the Deshler-Wallick Hotel 
on November 19, the day before the 
opening of the Columbus Shoe Fair. 
This annual event, to continue for three 
days, also at the Deshler-Wallick, will 
have as one of its chief features a ban- 
quet combined with floor show and 
dance to be held on the evening of Tues- 
day, November 22, in the hotel ball- 
room. 

For this event there has been en- 
gaged some excellent talent, according 
to Ben Tolpen and John L. Neff, co- 
chairmen of the fair, who are being as- 
sisted by a committee consisting of J. 
C. Grimes, Harry Teetsel, Al Wilmot, 
Sammy Grossman, Dick Barnes and 
Harry Graham. Also working with the 
committee are Bob Newcomb and M. C. 
Swan, respectively president of the 
club and State Show chairman. 


BEN TOLPEN 


The heads of this committee ask that 
reservations and other matters in con- 
nection with the show be taken up with 
Ruth E. Hawkins, executive secretary 
of the club, which has its headquarters 
at 12 North Third Street, this city. 

Included in the _ entertainment 
planned for Tuesday night is John 
Gallus, clarinetist, juggler and puppe- 
teer, an NBC and Columbia Pictures 
star; as well as by a singing duo and 
dance team. Mac Tooil’s orchestra will 
furnish music during the show and for 
the dance which follows. 

As previously reported (Boor AND 
SHOE RECORDER, issue of October 15th) 
an innovation will be a luncheon meet- 
ing for retailers and travelers to be 
held Monday noon, November 21, at 
which the guest speaker will be Ed- 
ward C. Orr of the Potter Shoe Com- 
pany, Cincinnati. Mr. Orr, a former 
president of the National Shoe Retail- 
ers Association, has chosen as his sub- 
ject, “The Shoe Industry Must Sell— 
at the Point of Sale.” 





Antiques Used to Furnish 
New Shoe Salon 


New OrLeE~ANS—Kreeger Store, Inc., 
805 Canal Street, recently opened its 
redecorated shoe salon. 

According to Paul Edmunds, salon 
manager, every effort was made during 
the three-month conversion period to 
create a typically New Orleans atmos- 
phere. All furniture and wall mirrors 
were secured through local antique 
dealers. 

Kreeger’s new salon carries the 
same shoe lines and the entire stock is 
invisible behind curtained recesses. The 
salon is equipped throughout with tra- 
ditional Empire furniture and mirrors, 
giving it the appearance of a luxurious 
drawing room. 

A wall-to-wall, gold-colored rug is 
set off by forest green walls, whose 
solid effect is broken dramatically by 
five shadow-boxes defined by antique 
picture frames. 





Opening Family Shoe Store 


DetroiTr.—Andrew J. Redden, who 
has operated the Redden Boot Shop on 
the near East Side at 1834 Concord 
Avenue for about twenty years, is 
opening a second store, under the name 
of Redden’s Shoes, at 14350 East Jef- 
ferson Avenue, in the Crosse Pointe 
shopping section. The new store will be 
under the management of James Raw- 
linson, a nephew, who has been asso- 
ciated with Redden in the original store 
for fifteen years. A general family 
shoe store policy will be followed in both 
stores. 


Junior Bootery Opened 
CoLtumBiA, S. C.—Michelle’s Junior 
Bootery, a new enterprise for Colum- 
bia, has opened at 709 Saluda Avenue, 
Five Points. The new store, which is 
managed by Harry Levy, is decorated 
to hold the interest of the young cus- 
tomers. 












Dates to Remember 


Notional Shoe Fair, Chicago, Ill. 
October 31, November |, 2, 3, 
Spring Shoe Show, Pennsylvania Shoe 
Travelers’ Association, William Penn 
Hotel, Pittsburgh, Pa. 
Nov. 5, 6, 7, 8, 9, 
Spring Shoe Show, Southeastern Shoe 
Travelers’ Inc., Sheraton Bon Air 
Hotel, Augusta, Ga. Nov. 5, 6, 7, 8, 9, 
Shoe Show and Shoe Clinic, Northwest 
Shoe Travelers, Inc., St. Paul Hotel, 
St. Paul, Minn. Nov. 5, 6, 7, 8, 
Fashion Shoe Show, Manufacturers 
Board of Trade of New York, Hotel 
McAlpin, New York. Week of Nov, 6, 
Michigan Annual Shoe Show, Michigan 
Shoe Retailers Association and Mich- 
igan Shoe Travelers’ Club, Hotel Stat- 
ler, Detroit, Mich. Nov. 6, 7, 8, 
Spring Shoe Show, Central States Shoe 
Travelers, Hotels Muehlebach and 
Phillips, Kansas City, Mo. 
Nov. 6, 7, 8, 
Spring Shoe Convention, Mid-Continent 
Shoe Travelers Association, Biltmore 
Hotel, Oklahoma City, Okla. 
Nov. 6, 7, 8, 
Spring Shoe Show, Middle Atlantic Shoe 
Travelers’ Association and Middle At- 
lantic Shoe Retailers Association, 
Benjamin Franklin Hotel, Philadelphia. 
Nov. 12, 13, 14, 15, 16, 
Spring Shoe Show, Southwestern Shoe 
Travelers’ Association, Adolphus, Baker 
and Southland Hotels, Dallas, Texas. 
Nov. 13, 14, 15, 16, 
Shoe Show, West Coast Shoe Travelers’ 
Associates, Hotel Alexandria, Los An- 


geles, Cal. Nov. 13, 14, 15, 16, 
Shoe Show, Tri-State Shoe Travelers’ 
Hotel Statler, Buffalo, 


Association, 
N. Y. Nov. 13, 14, 
Spring Shoe Show, Midwestern National 
Shoe Travelers Association, Hotel Pax- 
ton, Omaha, Neb. 
Nov. 19, 20, 21, 22, 
Annual Columbus Shoe Show, Ohio Shoe 
Travelers Club, Deshler Wallick Hotel, 
Columbus, O. Nov. 20, 21, 22, 
Spring Shoe Fair, Pacific Northwest Shoe 
Travelers, Portland and Benson Hotels, 
Portland, Ore. Nov. 20, 21, 22, 
Spring Shoe Show, lowa Shoe Travelers’ 
Association, Hotel Fort Des Moines, 
Des Moines, lowa. Nov. 27, 28, 29, 
Shoe Show, Mountain States Shoe Trav- 
elers' Association, Albany Hotel, Den- 
ver, Colo. Nov. 27, 28, 29, 
Popular Price Shoe Show of America, 
Hotels New Yorker and McAlpin, New 
York. Nov. 27, 28, 29, 30, Dec. I, 
Shoe Show, Shoe Travelers’ Association 
of Chicago, Hotel Morrison, Chicago. 
Nov. 29, 30, Dec. |, 
Grand Rapids Shoe Show, Michigan 
Shoe Travelers’ Club, Pantlind and 
Morton Hotels, Grand Rapids, Mich. 
Nov. 30, Dec. |, 2, 
Spring Shoe Show, Indiana Shoe Travel- 
ers Association, Hotel Severin, In- 
dianapolis. Dec. 4, 5, 6, 
Market Week, Ak-Sar-Ben Men's Apparel 
Club, Omaha, Neb. 
Jan. 21, 22, 23, 24, 
36th Annual Shoe Show and Convention, 
Middle Atlantic Shoe Retailers Asso- 
ciation, Philadelphia. 
Jan. 22, 23, 24, 25, 
Spring Shoe Show, West Coast Shoe 
Travelers’ Associates, Hotels St. Fran- 
cis, Sir Francis Drake and Plaza, San 
Francisco. May 21, 22, 23, 24, 
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HOW TO BRING 


PROFITS 


AND HUNDREDS OF NEW CUSTOMERS 


ry | 
tte poe an ba er [ nto Y 0 U R S T 0 R E 
" hi ie ae nae RUN THIS 


Order Mat No. A801. 
MAGIC 


‘totes. _., | NEWSPAPER 








TRADE MARK) 













93°. 


CHILDREN’S OVERSHOES 
@ EASY to put on because @ Nonskid, reinforced soles 
they S-T-R-E-T-C-H! @ Wash with soap and water 
@ “‘totes"’ cover to ankles @ Tuck away in pocket 


COLORS: White with red; all red; oll white; all brown, and Safety Yellow. 
SIZES: To fit 2 to 12%. 


oe eee, ene teen | 





Your nome, oddress. 
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ft | 
: Please send me____prs. Children’s OVERSHOE-“totes”: 
Color_______ Shoe Size Cie... ar a 
| NAME at 
ADDRESS se eae ad 
| cur __ STATE tha ae 
t (0 Check or MO. (1D Chorge 0 €.0.D. : 











STORE NAME HERE | _ omprs rooar-namouare peuverr 


$e-le MARX RUBBER COMPANY, Loveland, Ohie 
Gentlemen: Please send us Mat Ne. A801 (as shown) without charge, along with 
counter and window dispicy material. Also seud vs___—_____cases (36 pr. te case) 
OVERSHOE “totes”. (Standard Case as below:) 























Stock SIZE A SIZE 8 SIZE € SIZE D SIZE E 

Ne. COLORS 204 44%,te6 644 te7% 81010 1014 1012, 

W 80R-D All White 2 2 2 on 

R-W 80R-D Red & White 1 2 2 1 1 

R 80R-D All Red 1 2 2 3 3 

SY 80R-D Safety Yel — 1 - 1 1 

BR 8O0R-D Ali Brown — 1 2 2 3 
Tetal Pairs 4 8 3 & 8—36 

For your mail orders, instead of lid boxes, we can supply cellophane packages (cost only 3c 

postage te mail). Specify how many this packing, if desired. 

So-Lo MARX RUBBER COMPANY, = 
Loveland, Ohio =— Se 
BY BUYER DEPT 


ng Mckers of Pure Latex Footwea- 
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everything: 


October 31-November 3 


West Coast Shoe Travelers—Les Angeles 
November 13-16. Bob Silverstein 

lowa Shoe Travelers—DesMoines 
November 27-29. Fred Leonhard 
Mountain States Shoe Travelers—Denver 
November 27-29. C. H. Von Behren 





SEE PHYLLIS AT THE SHOWS!! 


Complete Phyllis Spring lines will be on display at the National and 
Regional Shows. Don't miss seeing the line of Sports and Flats that hes 


1. Over 100 numbers In-Stock. 

2. Complete coverage of the Lo-Heel field. 

3. Priced to retail at $3—$4—$5. 

4. Size-ups when you want them—as you need them. 
5. Direct from manufacturer for top-values. 


NATIONAL SHOE FAIR—CHICAGO POPULAR PRICE SHOE SHOW—NEW YORK 


Hotel Morrison Hotel New Yorker 
Penn Shoe Travelers—Pittsburgh, Pa. Southeastern Shoe Travelers—Augusta, 6a. 
November 5-9. Ben Philips November 5-9. Frank Einhorn 
Northwest Shee Travelers—St. Paul, Mina. Michigan Shoe Show—Detroit, Mich. 
November 5-8. Fred Leonhard November 6-8. George Lawson 
Middle Atlantic Show—Philadelphia Southwestern Shoe Travelers—Dallas, Tex. 
November 12-16. Joe Cohen-Ben Phillips November 13-16. Abe Jacobs 


Ohie Shoe Travelers—Columbus, Ohio 
November 20-22. George Lawson 
Empire Stete Footwear—Syracuse, WN. Y. 
November 27-29. Joe Shallant 


Michigan 
November 30-December 2. George lawson 


PHYLLIS SHOE COMPANY 


Honest Shoe Manufacturers Since 1929 
LOWELL, MASSACHUSETTS 


November 27-December 1 


Shoe Travelers—Grand Rapids, Mich. 














Big Attendance Expected at Augusta Show 





Southeastern Shoe Travelers Have Arranged Interesting Program for 
Nearly 3,000 Retailers and Others Expected at November Affair 


AucustTA, Ga. — “Southeastern Shoe 
Travelers await the 2500 to 3000 retail 
shoe dealers from all over the South- 
east expected to attend the show to be 
held here November 5, 6, 7, 8 and 9. 
With 250 members showing more than 
350 lines for holiday and advance 
Spring purchases, it appears now that 
the greatest of these Southeastern shoe 
events ever held is in the making,” ac- 
cording to L. A. (Bud) Gerland, presi- 
dent, of Atlanta. “We already have 
more than 1000 shoe dealer advance 
reservations from buyers covering all 
Southeastern states and each mail is 
bringing in more,” said Mr. Gerland. 
“Regardless of this advance reserva- 
tion, we want to emphasize that we still 
have enough rooms to take care of all 
comers with first class accommodations. 
With improved transportation into and 
out of Augusta, this definitely will be 
the greatest show ever held in the 
South.” 

Mr. Gerland says that the main fea- 
ture, insofar as the members and man- 
ufacturers officials are concerned, will 
be the get-together general member- 
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ship meeting with more than 100 offi- 
cials, of manufacturers and distribu- 
tors from all parts of the United States, 
and also their wives. 

“We are very much impressed,” said 
E. M. Cousins, executive secretary of 
this organization, “by the interest in 
this show. We welcome all officials 
from all manufacturers during these 
events and special arrangements have 
been made for their entertainment. For 
our members and those officials coming 
out of Chicago into Augusta, we have, 
through the air lines, arranged char- 
tered flights, these to be followed by 
cargo flights for samples. This flight 
will leave Chicago at 10:00 A.M. Fri- 
day, November 4th, arriving in Au- 
gusta in the early afternoon. Those in- 
terested should contact their travel 
agent or the Eastern Air Lines office 
in Chicago.” .. 

One of the most interesting features 
of this semi-annual event in Augusta 
is the now famous smorgasbord lunch- 
eons served to members, officials and re- 
tail shoe dealers each day during the 
show, the shoe retailers being the 





guests of the members. Another fea- 
ture will be the officers’ and board of 
directors meeting on Saturday, Novem- 
ber 5 and another, of the new officials 
and board of directors who will be 
elected at the general membership ban- 
quet and business meeting, on the night 
of November 5th. 

“We are also impressed,” said Mr. 
Gerland, “with the number of buyers 
having made reservations for attend- 
ance to this show, who have never at- 
tended one of the Southeastern shows 
before.” 





Difficulty Seen in Holding 
Current Price Levels 


New York — Briefing the business 
news writers of New York newspapers 
on the state of the shoe industry re- 
cently, two industry leaders, Lawrence 
B. Sheppard, president of the National 
Shoe Manufacturers Association, and 
George B. Hess, president of the Na- 
tional Shoe Retailers Association, 
agreed that, despite peaks and valleys 
both in production and retail sales, the 
industry is in an over-all stable condi- 
tion. 

“We believe it possible,’ Mr. Hess 
said, “through industry cooperation, to 
raise the peaks and valleys at least to 
some extent. Seasonal promotion will 
be used to fight seasonal slumps.” He 
mentioned “tropicals” in men’s Sum- 
mer shoes as an instance of newer de- 
velopments and new styles in children’s 
shoes “‘which will go a long way toward 
maintaining foot health during the 
formative years.” 

Mr. Sheppard commented that the 
“outlook with respect to shoe prices is 
not as favorable from the standpoint 
of the buying public as it was a year 
ago.” 

“TI would not,” he said, “go so far as 
to predict substantially higher prices 
during the balance of this year and in 
early 1950, but I will say with emphasis 
that costs are rising and if shoe manu- 
facturers can preserve the current 
price structure without increases, they 
will do so only as the result of econo- 
mies, efficiencies and reduced profits to 
offset higher costs.” 





More Shoe Space in 
New Store 


CLEVELAND, O. — Milgrim’s, New 
York, recently opened its new Cleveland 
store, at 1310 Huron Road, where it 
occupies four times the floor space it 
had at its 1607 Euclid Avenue Store, 
which was opened here in 1927. The 
new store has an enlarged department 
for shoes and accessories. 

The shoe department in the Cleveland 
store started with one salesman and six 
seats 13 years ago, and today it seats 
comfortably 30 customers and has a 
sales force of six shoe specialists. Borris 
Leavitt has been in charge of the Mil- 
grim shoe department from the start. 

A casual shoe section has been added 
to the department. 
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Dinner Feature of 
Mid-Atlantic Show 


PHILADELPHIA—At a recent meeting 
here, final plans for the Mid-Atlantic 
Shoe Show, November 12-16th, at the 
Hotel Benjamin Franklin, were com- 
pleted by a joint show committee of 
Middle Atlantic Shoe Retailers and 
Travelers. 

High light of the show will be a 
dinner and entertainment for buyers 
to be held at the “Two-Four” Club on 
Tuesday evening, November 15th. A 
topnotch program has been arranged 
and the show committee will spare no 
effort to make this a memorable affair. 

“A Preview of Footwear for Spring, 
1950,” with more than 150 leading foot- 
wear lines on display, is expected to 
draw a record breaking attendance 
during the coming show, according to 
Cal J. Mensch, veteran show manager. 


Boston Parker House Shoe 
Show to Open Nov. 13 


BostoN—Shoe manufacturers who 
exhibit twice annually at the Parker 
House in Boston, have decided on Nov. 
13 to Nov. 17 as the dates for their next 
show. For the first time, this show will 
open on Sunday, Nov. 13, at 1 P. M. The 
Sunday law has been changed, thus al- 
lowing the Boston show to compete with 
other shows throughout the country 
that open on Sunday. 

The show will be open Sunday at 
1 P. M. until 7 P. M., Monday, Tuesday 
and Wednesday from 9 A. M. until 
7 P. M. and closes officially Thursday, 
Nov. 17, at noon. 

The same list of well-known manu- 
facturers that have made past shows 
so satisfactory to New England retail- 
ers, will be present at the November 
exhibit. 


Detroit Store Pushes Pumps 
In Store-Wide Promotion 


Detroir.—Pumps were the high- 
lighted shoe style in a recent promotion 
by the Crowley, Milner Company, one 
of Detroit’s largest department stores. 
Tying-in with their over-all store pro- 
motion, the store used a 16 by 24-inch 
sheet in their second floor shoe depart- 
ment to inform customers that pumps 
were the store’s recent key item. 

Pumps, all types, were featured in 
cne of their windows, using white suede 
material as a background for the solid 
black suede shoe window. A mannequin 
was used as a focal point, with arms 
outstretched, pointing to the two dis- 
plays of black pumps, arranged artis- 
tically. Several bags were also dis- 
played. 

An interior display was used near the 
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THEO TAP TIE 


Style 17—New 
“‘Feather-flex”’ 
construction with 
over-the-toe 
a master taps, un- 
| attached, in black 
patent or white 
} leather. 
| Child’s 514/12, M $2.50; Misses’ 1214/3, 
A&C $2.75; Girl’s 3144/9, AA & B $3.00. 


HARD TOE BALLET 


Style 18—In pink 
satin only, with new 
“Feather-flex” con- 
struction, no break- 
in required, 
with 
and 








pads for use 
Style 18, M & L, per pair, $ .50. Full 
half sizes, 10/1214, D; 13/6, C & D. 


CROBALLET 
>, SANDAL 


Style 1—Sueded 
elk sandal in fawn, 
black, white, red 
or green, $ .75. 

Style 8C—Same 
as style 1, with 6-iron crepe rubber sole, 
$1.25. Full sizes, child’s 8 to women’s 9, 








HANDMADE + HAND-LASTED 
There is a service charge of 15¢ per pair on 
orders for less than 12 pairs of a style; 
2S on 3 pairs or less. Terms-—Net 30 days. 
ORDER NOW! 








PLEATED-TOE 
BALLET 


Style 10—Unlined colt 
leather in black or 
white, with non-skid 
sueded elk leather sole, 
$1.90. Style 12—Same 
as style 10 with FULL 
LINING, $2.00. Style 1] 
—FULL SOLE PRACTICE BALLET, same as 
style 10, with full sole, $1.90. Full and half 
sizes, child's 8 to women’s 9, one width. Small 
sizes include elastic across instep. 









PRIM 


DANCE FOOTWEAR 


WORLD'S LARGEST DANCE FOOTWEAR 
MANUFACTURER AND DISTRIBUTOR! 





PRIMA, Ine. 


705 Ann Street, Columbus 6, Ohio 


BS Ftect Maton tothe Voor Gomration * 





entrance of the shoe department. Opera, 
d’Orsay, baby doll, and sling pumps 
were the basic styles shown. All shoes 
had single soles with the exception of 
the sling-back. Pointing out that the 
pump is the number one shoe fashion 
of the year, both the ad and window 
sign stressed these points: no-bite in- 
step, refuses to gap, heel won’t slip, 
medium or high heels, midnight black 
suede, and a choice of all sizes. Crow- 
ley’s did not keep the selling cost of 
the windows or interior display, but the 
ad had a selling cost of four per cent. 


Three Stores Opened 
In Florida City 


CoraL GABLES, Fia.—Three new shoe 
stores were opened in the Gables re- 
cently. 

Sherry’s at 2336 Ponce de Leon 
Boulevard, is featuring nationally ad- 
vertised women’s shoes, with hosiery 
and handbags. Friedman’s is located at 
294 Miracle Mile and handles women’s 
shoes, This is their second store in the 
Gables. A Jarman Oxford Shoe store is 
at 102 Miracle Mile, nianaged by T. H. 
Norris. 
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“SOLE LEATHER CONTRIBUTES 


TO HEALTHY FEET 
WHAT’S MORE — 











IT CONTRIBUTES 
TO HEALTHY BUSINESS 














The idea that wearing shoes bottomed 
with leather contributes to healthy feet is 
receivans nation-wide acceptance. 
so defin 
specialists and 
of and steadily promote. First, because of 
the benefit to your customers. 
cause it profits you. 


KISTLER SOLE LEATHER 


An idea 
tely proved, so appealing to foot 
laymen, is one to get back 


Second, be- 









The Balanced BARK Tannage 
For Men's, Women's & Children's Shoes 
adds the extra value which makes price 
secondary and helps you realize other ad- 


vantages that are ined by encouraging a 
social benefit. at sf ” 


IT MAKES ANY SHOE A BETTER SHOE 













Past-selling lines of Street, Dress, Sport, Work and 
Ort and Lumbermen’s 


Shoes are bottomed with it. Ask us to tell you where 
the kind you want can be obtained. 


Shoes ; Cowboy Boots 
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Stresses Increased Cost 
Of Doing Business 


Los ANGELES—With interest aroused 
by the show to be held here November 
13, 14 and 15 by the West Coast Shoe 
Travelers Association, a recent lunch- 
eon meeting held in the Alexandria 
Hotel attracted more than 140 retailers, 
travelers and manufacturers. 

The guest speaker, William Joyce, 
of Joyce, Inc., recently returned from 
a European trip, described shoe con- 
ditions in the countries visited; then 
turning to the domestic scene, pointed 
out that both manufacturers’ and re- 


a“ 


tailers’ costs are rising. “Department 
store costs,” he said, “have risen: five 
te six per cent; markdowns are be- 
coming higher as competition becomes 
keener; the dealer is coming into a 
squeeze; and I am not sure that the 
shoe business can continue on the basis 
of markups that were usual before 
the war.” 

Guests, in addition to Mr. Joyce, 
included Walter Braun, Cobblers, Inc.; 
Mel Kaufman, Casuals, Inc.; Seymour 
Fabrick. Vogue Shoes, Inc.; Arthur 
Sbicca, Sbicca of California; and 
Bertha Colton, “Vic” Colton Shoe Mfg. 
Co., Inc. 


Named Field Executive 
Of Edison Bros. 


St. Lours—Frank P. Ricca, a native 
of New Orleans, vice-president and 
regional manager with Edison Brothers 
Stores, Inc., has been named field ex- 
ecutive with the firm. 





FRANK P. RICCA 


In his former capacity as regional 
manager with headquarters in New 
Crleans, he supervised the nineteen 
Edison Brothers stores in Louisiana, 
Alabama, Tennessee and Mississippi. 
In his new capacity he will direct and 
supervise the operations of the 52 
Edison Brothers shoe stores in the 
South, comprising four different regions 
with headquarters in Dallas, Houston, 
Birmingham and New Orleans. 





Department Store Shifts 
Shoe Executives 


DeTROIT.—A series of major changes 
in personnel has been made at the 
Ernst Kern Company department store, 
affecting several shoe departments. 

Key to upstairs reorganization is the 
appointment of Orville Ashton as mer- 
chandise manager for the three shoe 
departments—men’s, women’s and chil- 
dren’s. In addition he will retain his 
original duties as buyer of the sixth 
floor women’s better shoe department. 

Fred Hart, formerly assistant to Sam 
Niedelman, buyer for the basement shoe 
department, was named buyer for the 
children’s department on the second 
floor, replacing Don Merritt, who re- 
signed to go with the Holland-Racine 
Shoes, Inc., after 19 years with the 
Kern Company. 

Emerson Radabaugh, formerly in the 
better shoes department, moved to the 
basement as new assistant to Mr. Nie- 
delman. This’ department carries 
women’s, children’s and growing boys’ 
shoes. 

In the men’s shoe department on the 
second floor, Elmo E. Fritz, former as- 
sistant, has been promoted to buyer, 
also replacing Mr. Merritt, who headed 
this as well as the adjacent children’s 
department. 
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Leather Market 


Continues Strong_ 


CuHicaGco.—The leather market con- 
tinues strong in the face of business 
that is based on active requirements. 
For the most part, prices are firm, but 
demand is mixed. While sales of Ar- 
gentine hides have been reported to 
U. S. buyers, the volume has not been 
sufficient to influence the domestic mar- 
ket to any great extent. 

Devaluation of the various currencies 
has caused tanners to follow a cautious 
rather than a “stop buying” policy. 
They are purchasing raw stock as they 
need it, rather than postponing their 
buying. The industry is watching de- 
velopments closely in the Argentine, 
for most well informed sources realize 
that when the quality of our hides de- 
preciates, as it usually does during the 
Winter season, while Argentine’s im- 
prove at that time of year, the differ- 
ence in price between the-cost of do- 
mestic hides and Argentine hides may 
“evaporate” due to the increased value 
of one hide over the other for leather- 
making. When that point is reached 
there may be volume trading with the 
Argentine. 

There is still a shortage of light sole 
bends, and tanners are fairly well sold 
up. Heavy bends are not in as good 
demand, but even at that they move at 
steady prices, Medium bends don’t find 
such a ready market. Offal dealers say 
they are sold up for a few weeks ahead, 
and report that rawstock is none too 
plentiful. Bellies are scarce, and the 
tannages sometimes bring a premium. 
Both single and double shoulders are 
also in short supply and the price firm. 
Sales of heads have been reported, and 
there is renewed activity in shanks. 
The condition of the market has caused 
some dislocations as to types and grades 
of offal, with supplies contracting con- 
tinually. 

Calf leather sales have not been 
large, but there is sufficient business 
around to keep tanneries running. 
There is no weakening in prices. De- 
mand is increasing for colors, and 
men’s weights have been selling better, 
although still not moving as fast as 
women’s weights. 

The call is for suede in kid leather. 
It is the most popular for the high 
styling of Spring shoes. Tanners re- 
port orders for Spring manufacture. 
Demand for glazed kid has fallen off 
slightly, but it sells at about the same 
pace it has all Fall. Suede is being 
sold in all grades and at a wide range 
ef prices, with colors bringing a few 
cents more. High grade shoe manufac- 
tures are ordering kid linings in vol- 
ume, but others are less interested. 

Interest is strong in side leathers. 
Sales are steady and prices are deter- 
mined-on an individual tanner basis, 
with volume an important factor. There 
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See BARIS 
for CANCELLATIONS 


Cancellation 
Shoe Stores 


RPLUS STOCKS 





. See Us At These BIG Shows 














your town, call us. 





NATIONAL SHOE FAIR. . . Chicago, Oct. 30-Nov. 3, Hotel Morrison, Rooms 1120-112! 
FASHION SHOE SHOW. . . New York, Week of Nov. 6, Hotel McAipin 
WEST COAST SHOE TRAVELERS ASSOCIATES . 


SOUTHWESTERN SHOE TRAVELERS ASSOCIATION. . ——— 
et, 


PRICE SHOE SHOW .. . New 
ree Yorker, Rooms 1465-1472 


If you plan on starting a profitable Cancellation Shoe Store in 
We will givewyou special attention and 
guidance. 


Bards Shoe be 


‘Jobs In Fine Shoes From Fine Sources’ 
79-81 Reade Street, New York 7, N. Y. 
Cable Address: ALBARISHOE 
Semple Office: Pacific Coast: Haas Bidg, Los Angeles 


. - Los Angeles, Nov. 

Alexandria Hotel, Room 486 
Nov. 13-16, Southland 

Room 307 

—_ 27 to Dec. |, 


13-16, 


York, Hotel New 


* Phone WOrth 2-5180-1 








is good interest in regular finish cor- 
rected kips, but full grain kips are 
slower. There have been some sales of 
large sides. 

Tanners anticipate an improvement 
in the split market when suede split 
sales pick up. 


—_—- 


To Sell Orthopedic Shoes 


JACKSON, Miss.—Raiford’s, Inc., 
“Shoes For Your Feet,” announced re- 
cently the opening of its orthopedic 
shoe service at 203 West Capitol Street. 






















Store Marks Anniversary 
By Giving Refunds 

Nracara FALLs, N. Y.—Foot Health 
Shoe Store, 122% Falls Street, marked 
its second anniversary recently with a 
three-day special “gift” to customers in 
the form of refunds on shoe purchases. 

During the three-day period, the 
store gave back to the customer $2 on 
every pair of men’s or women’s shoes 
purchased, and $1 on each pair of chil- 
dren’s shoes purchased. Included in the 
offer were a wide variety of famous 
name shoes. 






















builders ... the kind that kids love and parents 


approve! 
Minimum of 10 assorted subjects to each order. 
See us at Popular Show, Oct. 31-Nov. 3 
Price Shoe Mfrs. Show P, 
Nov. 27-Dec. 1 in our usual location, 
HOTEL NEW YORKER 87 & 88, Exhibition Hall. 


Special on BALLOONS 








HEADQUARTERS Since 1901 for Good-will Creating Toys 
Novelties, Souvenirs, Birthday Gift Specialties, 
Premiums and Give-Aways. 


Call or 


Write for 





THE Lederer INDUSTRIES, Inc. 39 West 19th St., N.Y. 11 


atalogue 


and prices 











Frank Day, shoe depa 
York City, asking Stan Bloomer, star quarterback of Fordham University's football 
team, whether he likes or dislikes the shoe he's holding, during a survey of college 

students’ preferences. 


NEw YorK—Some time ago, Wall- 
ach’s, operating a group of ten men’s 
wear stores in the metropolitan area, 
decided that the best way to find out 
what college students prefer in shoes 
and apparel was to ask the students 
themselves. More recently, they con- 
ducted a survey in Fordham Univer- 
sity’s cafeteria, showing twenty-one 
Freeman shoe styles which had been 
selected last August by Wallach’s Col- 
lege Panel, composed of ten student 
style leaders from ten leading colleges 
and universities in the United States. 
These men were brought to New York 
City to help choose a basic clothing 
wardrobe including shoes for their par- 
ticular colleges. 

The results of the Fordham survey 
showed that Fordham students like 
cordovan-colored wing-tip shoes, in ad- 
dition to loafers; pay an average of 
$10 for shoes; are almost completely 
uninterested in suede shoes; and wear 
black shoes only on formal occasions. 

C. R. Roberts, shoe buyer for Wall- 
ach’s, had this to say about the survey 
and future plans: “This survey was 
merely a fact-finding expedition. We 
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rtment manager of Wallach's Fordham Road Store, New 


believe that the results we get from 
this experience will help all retailers 
and manufacturers of shoes. Our con- 
tention is that manufacturers of shoes 
and other merchandise have taken for 
granted that they know what the col- 
lege students will buy. Our merchan- 
dising plans call for taking the advice 
of the students who know what they 
want. We believe that this is a much 
more intelligent approach to supplying 
froperly the needs of students in vari- 
cus parts of the country. 

The Freeman shoes used in the Ford- 
ham survey were provided by Wallach’s 
Fordham Road store. The questioning 
of the students was conducted from 10 
a.m. to 3 p.m. for one day by the shoe 
department manager of this store, 
Frank Day, who merely asked the stu- 
dents to indicate their preferences. No 
attempt was made to sell shoes or 
solicit orders. 





New Kinney Store Opened 


NIAGARA Fatis, N. Y.—The G. R: 
Kinney Company has opened a new 
unit at 1908 Main Street here. 


New Store to Sell Women’s 
Novelty Footwear 


DeETROIT.—A new northwestern store 
in the suburban shopping center of Red- 
ford has been opened by the Betty Jean 
Shoe Company, at 21746 Grand River 
Avenue. The store will cater to the 
women’s novelty trade exclusively. It is 
located in a shopping center famed for 
its large number of shoe stores, with 
approximately ten within a two-block 
area, including independent and chain, 
men’s, women’s, and children’s stores. 


Owners are Charles Tweel and 
George Kacere, who will jointly manage 
the store. Mr. Tweel had been with the 
Mathes Shoe Stores, operating a num- 
ber of chain lines, as district supervisor 
in this territory since 1931. He re- 
mained with them when the John Irving 
Shoe Company took over the Mathes 
organization in 1931, in a similar ca- 
pacity, until he resigned to go into busi- 
ness for himself. 

Mr. Kacere was with the Kennely 
Shoe Company for a number of years, 
and recently opened his own store in 
Cedar Rapids, Iowa, before returning 
to Detroit to open the new Betty Jean 
store. 


Store Reopened Under New 
Ownership 


WINSTON-SALEM, N. C.—E. E. Stan- 
ley who, in partnership with Charles R. 
Simmons, has operated the Simmons- 
Stanley Shoe Company at 444 N. Trade 
Street, this city, has acquired sole con- 
trol of the company and, after altera- 
tions, reopened the store recently under 
the name of Stanley’s, Inc. 

Mr. Stanley became a partner of Mr. 
Simmons in 1942 prior to which, for 19 
years, the store had been operated as 
the Simmons Shoe Store. Under Mr. 
Stanley’s management, the policy of the 
store will remain unchanged with na- 
tionally advertised lines being featured. 
A reception was held at the store on 
day of its opening under its new name. 
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and don’t forget LEDERER’S 


ANIMATED DISPLAYS 


Famous for over 47 years 


See us at Populcr Chicago Show, Oct. 31-Nev. 3 
Price Shoe Mfrs. Show PALMER HOUSE 
Nov. 27-Dec. 1 


ta our usual lecation in Exhibition 
Hall. at Beeth Numbers 87 and 88. 
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Z ne Lederer INDUSTRIES, inc. 

1 

! 


39 West [9th St., N. Y. 11 





One of our latest, most effective electrically animated window displays. 
See this and many other eye-stopping Lederer dispiays at the shows. 














NOW READY FOR RETAIL MERCHANTS 


A new line of distinctive juvenile 
footwear ... designed and built 
by Carl W. Herbst exclusively 
for the retail trade ...is now ready 


for your inspection. Its fine fitting 
lasts ...spectal balanced tread fea- 


tures, beautiful leathers . . . 100% 
Goodyear W elt Construction and 
superlative workmanship will find 








quick favor among retailers and 
consumers alike. When shall our 
representative show you the line? 


— Write us today — 


CARL W. HERBST, INC., 512 WEST FLORIDA STREET, MILWAUKEE, WIS. 




















Retailers Told Rubber 
Prices Are Stable 


BuFFALO, N. Y.—With the right type 
of weather, it should be a good season 
in rubber footwear, Jack Stauffer of 
the B. F. Goodrich Co., told a recent 
meeting of the Greater Buffalo Shoe 
Retailers Association in the Stage Door 
Restaurant. 

Mr. Stauffer said prices of rubber 
footwear are about the same as a year 
ago and there is little change in style. 
Ee reported that department stores 
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have carried over very light stocks from 
last Winter. 

Michael Santercole, association presi- 
dent, presided. It was announced that 
election of officers will be held at the 
November meeting. A buffet luncheon 
was served following the meeting. 





Salesman Opens Own Store 


Los ANGELES—A. J. DelPonte has 
just announced the opening of his new 
family shoe store in Crescent City, Cal- 
ifornia, at 828 2nd St. Mr. DelPonte 


was formerly with Ben Warshauer in 
Stockton, California, as a shoe sales- 
man. He has been active in the retail- 
ing of shoes for several years. 





Named Manager of New Store 


JACKSON, Miss.— The new Franks 
Shoe Store opened its doors for busi- 
ness at 24 East Capitol Street, recently. 
Erskine S. Harrell, a native of Jackson, 
who has had more than 16 years’ ex- 
perience in the retail shoe field, has 
been named manager. 
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Integrated Advertising Plan Brings 
Results for Retailer 


Wiikes-Barre, Pa.—Shoe retailers should combine ad- 
vertising and publicity efforts into an integrated whole if 
they hope to get the best results. So says Tom McHale, 
manager of the Bostonian shoe department at The Hub, and 
a past master in the art of publicity. 

His formula apparently works, for his department is 
showing a healthy increase in both dollar volume and 
pairage. This record was chalked up in an area which 
suffers from considerable unemployment due to dependence 
on the coal mining industry. 

However, Mr. McHale does not claim that promotional 
and publicity activities can do the whole job. First of all 
a store must have a good product to sell—good quality 
shoes in well chosen styles. The next step is effective dis- 
play. The shoe department always has a number of shoes 
in the windows, displayed in conjunction with clothing and 
furnishings, if not constituting a window of their own. 
Interior display is not neglected. Attractive styles are shown 
atop stock shelves, tables’ and other fixtures. At times 
during the year, school and college pennants are strung 
in profusion above the department. Not only does it give 
a festive air, but teen-agers get a kick out of picking out 
their school pennants from the ensemble. It takes on a 
collegiate flavor sandwiched in between those of the big uni- 
versities. 

Supplementing newspaper advertising of the conventional 
type are numerous spot announcements over two radio sta- 
tions. Over station WBAX 30 spots a week have been used 
for the past seven years. There are seven announcements 
a week over station WIZZ, one of the newer stations whose 
programs are broadcast on all city buses. Wilkes-Barre 
was the second city in the United States to have transit 
radio. The Hub shoe department got in on the ground floor 
and signed a contract on highly favorable terms. Results 
have been so good that it will be renewed. 

For years Mr. McHale has been offering a free pair of 
shoes to every member of the Wilkes-Barre Barons who 
hits a home run on the home grounds. He considers this 
one of his best advertising stunts, for it has gained him 
unestimated publicity. During one week of the baseball 
season, Mr. McHale counted 21 times that his name was 
mentioned free on the radio in connection with the shoe 
offer. He declares that many natives of Wilkes-Barre think 
he must have some financial interest in the ball club,-so 
frequently is his name and that of the shoe department 
linked with the outfit. 

During the basketball season Mr. McHale gives free pairs 
of shoes to five outstanding players picked by the radio 
sports announcer. By leaving the choice to the radio sta- 
tion, he avoids any criticism of seeming to play favorites. 

Mr. McHale added to his prestige in the community by 
aiding in a campaign to buy a school bus for the nearby 
town of Falls, Pa. He got in strong with the children of 
Wilkes-Barre when he gave out free airplanes with motors. 
Between 500 and 600 boys responded and almost wrecked 
the store to get them. A somewhat different publicity tie-up 
with airplanes was at the opening of a new airport, when 
Mr. McHale was the first passenger on the first trip to 
alight with a pair of shoes for presentation to the mayor. 
The airline supplied model planes for a window display 
to mark the occasion. 

As long as Mr. McHale remains in charge of The Hub 
department, there is small prospect of customers forgetting 
it. His advertising activities will see to that. 
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see 


it’s Weil for jobs and cancellations ... Weil for 
over 1000 styles in nationally known branded 
shoes ... Weil for prices far below wholesale 
. . . Weil for service and reliability. While in 
town see Weil “Quality shoes since '32.” 


Weil buys quality shoes in any quantity at any time. 


1215 Washington Ave.-> 


M. K. WEIL SHOE CO. 


t. Louis 3, Mo 






rubber footwear. 





YEAR AROUND 


Merchandisers by 
TWILIGHT FOOT SNUGGLERS 









B-535 Men's Brown Kid Romeo 


sole $2.65 pr. 
lity brown kid, full 
lined, $3.25; 8-536 


"a, anes Tad 


$3.25. 
All in open stock, 


IMMEDIATE DELIVERY! 


WRITE NOW for latest Twilight Foot Snugglers falder fea- 
turing fast moving slippers for all the family. Also ask for 
folders on our other lines of family footwear including Tyer 


oe house every Live Reteiler should know 


Established 1870 








Unaseal window in Volk Bros. store used to introduce Jalianelli shoes to Dalias. 
Seated figure at drawing board represents the advertising artist dressed for 
reception as soon as her work is finished. Designed by Don Stone, of Volk 


wedding 
Bros. display staf. 


Dauxas, Tex.—Volk Bros. Co., which 
recently opened its second suburban 
store, followed this up with an unusual 
promotion designed to introduce Jul- 
ianelli shoes in Dallas. The promotion 
included a visit by Mabel and Charles 
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Julianelli, young-married team of shoe 
designers. 

Advance publicity and promotion in- 
cluded a large advertisement about 
two weeks prior to their visit. Sunday 
newspapers carried personality stories 


of the designers, with pictures of the 
pair. A letter, sent to a selected list 
of 5,000 women, was mailed one week 
before their arrival, offering the oppor- 
tunity to place special orders for Jul- 
ianelli shoes at no extra cost while they 
were in the city. Other features in- 
cluded a press and radio showing; 2 
cocktail party honoring the Julianellis 
at the Dallas Athletic Club; and a radio 
interview with the designers. over radio 
station WFAA. 

The salespeople were well briefed 
ahead of time, and an informal meeting 
early in the morning permitted them 
te question the Julianellis, and to re- 
port on the reception of the different 
styles already in the Volk stock. Two 
models were kept busy during both 
days. 


New Beck Store Opened 


ALTANTA, GA.—The A. S. Beck Shoe 
Corporation has opened a spacious, 
modern store in Atlanta at 52 White- 
hall Street. 

The store inside has deep carpets in 
rich fuchsia. Walls are papered in a 
“sea fantasy” pattern of fuchsia, sand 
and chartreuse designed expressly for 
the store. The ceiling carries out the 
sand and fuchsia scheme at the front 
and solid fuchsia in the rear. Chairs 
also pick up the color theme. 


“@ 





Stondard de- 
shown 
with anchor 
ks, leather 
pings. Also 
in plain sponge 
rubber and 
felt. 





8 Different Styles 
FOR EXTRA SALES, PROFITS! 


SCOTT METATARSAL PADS sell faster, easier 
. . . build greater cusiomer goodwill . . . boost sales 
profits! There's a style and size to meet every customer's 
need. Each pad is expertly hand-formed from correct 
orthopedic designs to assure utmost comfort and support 
. . . bring quick relief to aching feet. All are available 
with plain or adhesive backs. Or with specially hard- 
ened, durable, rust-proof tacks for easy placement. Low 
as 70c per dozen pairs. Write for full information today! 





Send for 


SOLD EXCLUSIVELY 
THROUGH SHOE STORES 














our 
complete 
catalog! 
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_fOOT APPLIANCE 
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C. A. GROSVENOR SHOE CO., INC., WORCESTER, 


WNWAWA 


SLIPPERS 





MASS. 


NEW YORK SALES OFFICE: 47 WEST 34 STREET 





Flag Missing on Shoe Store 
Makes Newspaper Story 


@MetroiTt.—The long-standing patri- . 


otic tradition of keeping the flag flying 
at the R. H. Fyfe and Company shoe 
store has become a well-recognized part 
of downtown Detroit life, as evidenced 
by newspaper investigation when the 
flag was recently missing. Normally, 
the flag is flown from the top of Fyfe’s 
12-story building every day in the year. 
making it probably the only place in 
central Detroit, aside from public build- 
ings, where this is done. Reason for 
the absence of the flag, which resulted 
in a neat piece of newspaper publicity 
for the store, was the absence of the 
building engineer on a one-day holiday. 

The practice was begun during the 
first World War and has become so 
well-established that people in neigh- 
boring office buildings regularly call the 
store if the wind twists the flag around 
the pole. 





Opens Own Store 


ALIQUIPPA, Pa.— Louis Markowitz, 
fermerly connected with a local chain 
shoe store, is now the owner and mana- 
ger of his own store. The store is oper- 
ating under the name of Marks Shoe 
Store, and is located at 313 Franklin 
Avenue. 


70 


Named on Commission to Help 
German Leather Industry 


ENpIcoTT, N. Y.—Jewett F. Neiley, a 
member of the board of directors and 
hide buyer of the Endicott-Johnson Cor- 





JEWETT F. NEILEY 


poration, has been named a member of 
a four-man commission to go to Ger- 
many and there confer with Economic 
Cooperation Administration officials re- 
garding the expenditure of American 
dollars for raw material for the Ger- 
man leather industry. Another leather 
expert on the commission is George 


Hegner of Howes Leather Company, 
Boston. Mr. Neiley will act as technical 
advisor on upper leather raw material; 
Mr. Hegner will advise on sole leather 
raw material. 

Both men will give of their highly 
expert knowledge to Julius G. Schnitzer, 
chief of the Textile and Leather branch, 
United States Department of Com- 
merce; and Theodore L. Sweet, chief 
of the Industry division, Combined Ma- 
terials branch, of the ECA. 





Salesman Becomes Manager 


Peru, Inp—Kenneth Breckbiel of 
Peru, who was a salesman in the Mer- 
ritt Shoe Store here for a year and a 
half, has returned to the store as 
manager, according to .Carl Pike, In- 
dianapolis district manager of the 
Merritt stores. Mr. Breckbiel was 
transferred to the Kokomo Merritt 
store for one year’s managerial train- 
ing. He left the Kokomo store to be- 
come the Peru manager. 





Store Plans to Move 


SouTH BEND, IND.—A new one-story- 
and-basement building is being erected 
in the 300-block of South Michigan 
Street, extending to the corner of 
Michigan and Western. One of the 
store-rooms will be occupied by the 
Burdeen Shoe Store. 
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Hinman Marks 25 Years 
As Lane Bryant Buyer 





Harry Kapner, president of the Lane 
Bryant, Inc., 25 Year Club, presenting 
gift watch to Charlies H. Hinman (right! 
at the completion of his 25th year as 
shoe buyer of Lane Bryant's mail order 
department. 





Staples and Promotional 
Items Sell at New York Show 


NEw YorK—There has been a definite 
trend all over the country toward the 
buying of lower-priced shoes, accord- 
ing to Eugene B. Richardson, director 
and manager of the Shoe Manufactur- 
ers Spring Opening held at the Hotel 
New Yorker, October 16-21. “Reliable 
surveys,” said Mr. Richardson, “show 
that more medium and low-priced shoes 
are being sold today.” 

Business was done at the show on 
certain staples which could be obtained 
at a price, but price cuts on new mer- 
chandise were not made. Price resist- 
ance, however, was not a big factor at 
the show. Some exhibitors expressed 
concern over the recent coal and steel 
strikes which they believed might have 
a detrimental effect on business condi- 
tions. Others stated that though re- 
tailers and buyers were proceeding with 
caution, they were definitely optimistic 
about prospects for Spring business. 

Three hundred and fifty exhibitors 
displayed approximately 500 lines of 
volume grade shoes and slippers for the 
entire family on eight floors and in 20 
suites of the hotel. Some of the largest 
volume shoe manufacturers were rep- 
resented, also 40 or 50 wholesalers and 
jobbers. 

Several exhibitors said that buyers 
were looking for promotional shoes that 
could be moved quickly. One exhibitor 
pointed out that loafers, sport-type 
skoes and moccasins were the most 
active; and slipper business was re- 
ported to be excellent. 

This show marked its 25th anni- 
versary as a show, and its 15th anniver- 
sary in the Hotel New Yorker. As a 
gesture of appreciation, the manage- 
ment of the Hotel New Yorker gave a 
dinner in Mr. Richardson’s honor. As- 
sisting Mr. Richardson in the manage- 
— of the show was Ralph S. Wilder, 
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To Discuss Fair Trade as 


It Relates to Advertising 


Gary, IND.—The tenth annual meet- 
ing of the American Fair Trade Coun- 
ci! is scheduled for Wednesday, No- 
vember 16th, and Thursday, Novem- 
ber 17th, at the Waldorf-Astoria Hotel 
in New York, it has been announced 
by John W. Anderson of Gary, council 
president. 

General theme of the two-day session 
is “Fair Trade—Weapon Against Mo- 
nopoly.” Special feature of this year’s 
meeting will be a pioneer discussion 
panel on fair trade as it relates to the 
field of advertising. To the panel have 
been invited advertising agency execu- 
tives, company executives and members. 

Representative leaders in manu- 
facturing, wholesaling and retailing 
will address separate sessions planned 
for trade association and executives, 
members and their guests. A practical 
question-and-answer type discussion 
will follow each panel presentation. 





Shoe Man Made Executive of 
Women’s Specialty Store 


DuLUTH, MINN.—William Pharoah, 
well known in retail shoe circles here 
as well as in other parts of the country, 


has been made assistant manager of 
the M. C. Albenberg Company, which 
operates a women’s specialty clothing 
store here. In addition, Mr. Pharoah 
will manage the shoe salon. Announce- 
ment of the appointment was made by 
Fred B. Albenberg. 


Mr. Pharoah has been in Duluth for 
17 years as manager of the shoe de- 
partment in another store, prior to 
which he was associated at various 
times with several stores in Minne- 
apolis. 


Brothers Form Partnership; 
Lease Shoe Department 


Rome, Ga.—Calvin and Ray Lee, 
well known shoe men, have formed a 
partnership known as Lee Brothers and 
have leased from The Fahy Store here 
the shoe department formerly operated 
by the store. Ray Lee will manage the 
new department, carrying a line of 
high-grade, nationally-advertised wom- 
en’s and children’s shoes. 

Calvin Lee is also vice-president of 
Alan’s, Inc., a firm which operates the 
shoe department in Al Levy’s, a special- 
ty shop in Montgomery, Ala. Prior to 
the formation of the Lee Brothers 
partnership, Ray Lee acted as assistant 
manager of the leased department in 
that city. 
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Your shoes displayed on 


PLASTIC FIXTURES... 
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made of clear, sparkling Plexiglas, have 
terrific sales appeal! Write for our new 
catalog showing our complete line and 
FREE floor plan servicel 
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Jack Zeiger 


BROOKLYN, N. Y.—Jack Zeiger, pro- 
prietor of the Jack & Jill Bootery, 1619 
Pitkin Avenue, Brooklyn, died recently 
at the age of 61. He had spent his en- 
tire business life in the shoe industry. 

Before establishing his own business 
32 years ago, he had been manager of 
the Pribitiz store, also on Pitkin Ave- 
nue, and had been active in the affairs 
ef that shopping community, having 
served at one time as president of the 
Pitkin Avenue Merchants’ Association. 
He was active, also, in charitable work 
of many kinds. 

Surviving are his widow, Mrs. Fan- 
nie Zeiger, who lives at the family 
home, 297 Lenox Road, Brooklyn; a son, 
Milton, who manages the store; and a 
daughter, Ruth. 


ee 


Russel F. Stis 


Sr. Lours.—Russel F. Stis, of Allen 
and Stis, leather agents here, died re- 
cently after a lingering illness. He was 
42 years old and had been in the leather 
business for 20 years. 
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Lester E. Packard 


Avon, Mass.—Lester E. Packard, 
who had been associated with the Avon 
Sole Company of Avon, since the or- 





LESTER E. PACKARD 


ganization of the company, died early 
Friday morning, October 14, from a 
ceronary thrombosis. Although he had 
suffered with heart trouble for the last 


eight years, he was active in the busi- 
ness until one day before his death. 

Mr. Packard was 65 years old and 
leaves his widow, two married sons and: 
a daughter. He made his home im 
Brockton. He was a Rotarian, a Mason, 
a member of the Old Colony Advertis- 
ing Club and of the Boston Boot & Shoe 
Club. 

Funeral services were held on Sun- 
day, October 16, at St. Paul’s Episcopal’ 
Church, Brockton. 

Mr. Packard leaves many friends in 
the industry. Until the time when his 
health was impaired, he was active as: 
sales manager of the company. With 
the rapid growth of the Avon Sole 
Company, and the constant increase in 
the number employed, it was essential 
that personnel work receive more at- 
tention. Mr. Packard, with his friendly 
manner, was selected to take over this- 
work. 


William H. Kuhl 


PITTSBURGH, PAa.— William Henry 
Kuhl, North Side Pittsburgh’s oldest 
shoe merchant, died suddenly October 
8, in his store at 521 East Ohio Street. 
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tising. For men and women. 


_ WEEJUNS 


® featuring handsewn, true-moccasin 
construction ... backed by national adver- 


New York Office: 658 Marbridge Buiiding 


OUTDOOR FOOTWEAR 
WILTON, MAINE 


"= | Here's your TWO MONTHS to TWO YEARS line! 
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HAND-LASTED 


MOCCASINS 


designed by Nature to 
encourage the normal 
growth of babies’ feet. 
When you stock the Buntees 
Walker and Hiker in your infants’ 
shoe department, you cover the im- 
portant 2 months to 2 years size 
group. You'll find Buntees nation- 
ally advertised in Parents’ maga- 
zine. Further information may be 
obtained from 


R. J. POTVIN SHOE CO, 
Competio Station 
BROCKTON 26, MASSACHUSETTS 


Potents pending 








He had operated a retail shoe business 
for the last 58 years and was one of 
the best known and most beloved men 
in the business. 

Mr. Kuhl, who lived at 4028 Cali- 
fornia Avenue, was a member of Jeffer- 
son Lodge, No. 288, F & A M; Masonic 
Veterans; Islam Grotto; North Side 
Business Men’s Association; and an 
honorary member of the Shoe Dealer’s 
Association. 

He is survived by his widow, four 
children, nine grandchildren and three 
great grandchildren. 





Hugh L. Kincaid 

CuiIcaGoO—Hugh L. Kincaid, sales 
representative for J. Edwards Co., 
Philadelphia, died recently from in- 
juries suffered in an automobile ac- 
cident. 

Mr. Kincaid was on a road trip when 
the accident occurred near Washington, 
Iowa. : 

He was a member of the Shoe Travel- 
ers Association of Chicago. 





William F. Quinn 


ROCHESTER, N. Y.—William F. Quinn, 
part owner of the Rochester custom 
shoe store, Quinn Brothers, died here 
recently. He was 75. 


November |, 1949 


Marco Scheer 


MANCHESTER, N. H.—Marco Scheer, 
treasurer of the Craft Shoe Co., died 
recently at his home, 73 Brockton 
Street. 

Mr. Scheer was a native of Manches- 
ter and was a member of the Masons 
and other fraternal organizations, as 
well as being a director of the Manches- 
ter Federal Savings and Loan Associa- 
tion and president of the board of trus- 
tees of the First Presbyterian Church. 

Besides his widow, Mrs. Bertha Ro- 
delsperger Scheer, he is survived by 
a son, Marco H. Scheer of Nashua; a 
danghter, Miss Phyllis Scheer of Man- 
chester; two sisters and a brother. 





Arthur L. Wilson 


HAMILTON, ONT.—One of Hamilton’s 
best known business men, Arthur L. 
Wilson, 115 St. Clair Avenue, head of 
the Robert Wilson Shoe Stores, died re- 
cently at the General Hospital. 

Mr. Wilson, in his 66th year, was 
born in Hamilton, and worked in the 
shoe company for his father, Robert 
Wilson, who established the business on 
John Street in 1863. 

He was an active member of St. 
John’s Lodge, A. F. and A. M.; No. 40, 
G. R. C.; Murton Lodge of Perfection, 


A. and A. S. R.; and the Hamilton Sov- 
ereign Chapter of Rose Croix, Moore 
Sovereign Consistory (32nd degree) 
and one of the original members of the 
Scottish Rite Club. 

Surviving are his widow, Edith 
Sarah; one son, Robert; one daughter, 
Mrs. H. J. Nixon; and one grand- 
daughter. 





Mrs. Ruth Miller 


CoLumsus, O. — Mrs. Ruth Miller, 
whose husband, Phil Miller, has repre- 
sented Julian & Kokenge for many 
years in New York State, New Jersey, 
Pennsylvania, Delaware, Maryland and 
West Virginia, died recently in this 
city following a short illness. 

Mrs. Miller was well known by many 
of the dealers in this territory as she 
frequently made trips with her husband. 





Simon L. Gordon 


HELENA, ARK.—Simon Leon Gordon, 
owner of the Vanette Shoppe Shoe De- 
partment, died recently at his home in 
West Helena after an illness of about 
five months. He was 32. A veteran of 
World War II, he was active in civic 
affairs here. 

Surviving are his widow, a son and a 
daughter. 
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an important feature of the 
new and better 


PRIMEX 


Your new primex 
SHOE FITTER requires 
the minimum of valu- 
able floor space... yet its 
smart, modern styling 
adds much in appearance. 
Actually, PRIMEX cabinets 
occupy but the space of two 
fitting chairs back to back. 
Just one more reason why re- 
tailers everywhere are sing- 
ling out PRIMEX as America’s 
finest shoe fitter. 


For full particulars write 


EQUIPMENT CO. 
135 Se. LaSalle St. 
Chicage 3, ill. 
BS-11-A 


In Canada: Savage Shoe Co., Preston, Ontaris 











EXCITING ANIMAL SLIPPERS 
SKIPPY 









Made with Genu- 
ine Arrabuk uppers. 
Washable! 
Contrasting Arra- 
buk platform. 
Sizes 5-12, Full 
RABBIT Sizes. Rolly-eyes. 
Powder Blue 
and Yellow 
Combination 


Each pair carries 
the Parents’ Maga- 
zine Seal of Ap- 
proval. 


$1.85 
net 
Sold in 18 poir 
units of each style. 
One to two weeks ELFPHANT 
Power Blue 


delivery. § 


Combination 


HERSH & BACK SHOE CORP. 


67 Sullivan Street New York 12, N. Y. 
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New Style Men’s Shoe Ad 
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A new approach in men's shoe advertising, which not only 
featured styles of the Fall season in attractive photo- 
graphs but also aimed to impress men with the importance 
of footwear in promoting a well dressed appearance, was 
developed recently by the advertising department of the 
New York Sun, in cooperation with eight nationally known 
firms in the better grade men's shoe category. A typical 
shoe from each line was illustrated in the full page ad- 
vertisement and the names and addresses of the New 
York stores where the shoes are sold appeared in the copy. 
A fashion article by Terry King, emphasizing the im- 
portance of a basic shoe wardrobe, was a feature of the 
page, which is said to have produced favorable results 
for the New York retail stores selling the advertised lines. 





Chain Adds New Store 


Akron, Ou10—Siff’s Shoe Stores recently opened a new 
outlet in Akron, the fifth in this area, at 172 S. Main Street. 
The store is completely air-conditioned and features shoes 
for the entire family. 


Manufacturing and Markets 


[CONTINUED FROM PAGE 48]. 


national Shoe Company’s new contract with the ClIO—as 
reported elsewhere in Boot anp SHOE RECORDER—pegs 
wages at the present level and eliminates the fluctuating 
three cents an hour provision based on each five point 
increase or decrease in the government price index. In 
the past, wage agreements between International and its 
shoe workers have had a strong influence on the rest of 
the market, and it is believed that the new contract will 
have a similar influence. 

Recently International moved some parts of its Queen 
Quality, Vitality, and Dorothy Dodd Spring lines into 
higher price brackets. However, retail prices were not 
affected by this move with the exception of the Vitality 
Open Road line. 
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No. 4808 Men’s Brown 
No. 4809 Men’s Wine 


SHEEPSKINS 


ALL LEATHER SOLES—RUBBER HEELS 


$3.00 






No. 4810 Men’s Bark Tan $2.75 


Terms: Net 30 days 
WORTH 2-5425 


122 Duane St., New York, N. Y. 


33.25 
$3.00 


No. 4800 Men’s 
No. 4801 Women’s 





No. 4811 Men’s 


Women’s Sizes 5-9 








Men’s Sizes 6-13 


POWELL & CAMPBELL, INC. 

















HANDY FORMS 


(Carried in Stock) 


( 





For Efficient Store Operation | § 

Shoes and Carton Price Stickers—Postage stamp size: 1452 4 

to a book: $2.00; 2 bks $3.50; 4, $6.00. ry 
Buying Order Pads—Form #107, per pad................ $ .40 y 

(100 sheets to pad—5S0 orig —50 dup.) 5 pads.......----- 1.75 c 2300 
Inventory Size Sheets—Form #106, per pad.........------ -50 S # 

(100 sheets to pad) 5 pads $2.00; 10 oe ivetunbewnake ss 3.50 7) 
Sales Record Slips Form “D” 100 to dl fais .25 | —— ‘ ° ° 
Refund Record Sips Form “E” 85 to pad, per pad.....-.-- 28 || 9) Mfgs. of Distinctive Slippers & Moccasins 
Custemer File Cards Form “F’’ 3%x5”, 100 cards......-..- 75 
Profit Charts—accurate guide to selling prices............- 50 


'? MINNETONKA MOCCASIN 


SAMPLES ON REQUEST 





209 S. STATE STREET 





406 Portland 








} COMPANY, 


MERCHANT'S SERVICE DEPT. | 


CHICAGO 4, ILLINOIS | 








INCORPORATED 
° Minneapolis, Minn. 








Massachusetts Recommends 
X-Ray Fitting Safeguards 

BostoN.—The State Department of 
Labor and Industries of Massachusetts, 
working with the State Public Health 
Department, recently completed a sur- 
vey of the retai! shoe outlets in the 
state, investigating the use of X-ray 
shoe fitting apparatus. 

The investigation revealed that many 
machines were found unsafe for use 
both for the operator and the customer, 
since X-radiation leaked excessively, 
both at the operator’s location and at 
the sides of the machine. 

Some machines were being operated 
at excessively high amperage to obtain 
adequate viewings; some were found 
that had larger openings than were 
necessary for the feet; and no signs 
of warning were displayed on some 
machines to caution the public against 
the danger of repeated X-ray exposure. 

Unaware of the potential dangers of 
the machine, some operators, the re- 
port stated, allowed repeated exposures 
during the same fitting. The report 
also showed that shoes salesmen failed 
to ask the customer the number and 
date of their last previous exposure; 
and neglected to report defects in X-ray 
equipment. The state has warned that 
shoe fittings where the use of X-ray 
devices are employed, must be limited 
to no more than three viewings a day 
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or 12 in a year. 

Timing devices must be _ installed 
which will automatically limit expo- 
sures to not more than five seconds. At 
present the investigation reveals that 
exposures varying from 5 to 55 seconds 
are being given. 

People of short stature have smaller 
feet with slight bone structure, there- 
fore children are particularly suscep- 
tible to over-exposure when radiation 
intensity control switches are improp- 
erly adjusted. When a child’s feet re- 
ceives an over-exposure of X-ray the 
radiation is absorbed by the whole 
body whereas in an adult it might be 
confined to the feet and legs only. 


To Protect Salesmen 


It has also been revealed that be- 
cause of defective equipment, store 
operators are needlessly exposing them- 
selves to the dangers of secondary ra- 
diation. In one store it was discovered 
that an operator had performed as 
many as 400 viewings a day during the 
busy season when operating the ma- 
chine for himself and seven other sales- 
people. 

X-ray equipment now being manu- 
factured is equipped with safety 
features designed to eliminate or mini- 
mize dangers of over-exposure provided 
the operator exercises proper precau- 
tions in its use. Many of the older ma- 
chines can be equipped with most of the 


sufeguards recommended. 

The State recommends in its report 
that such safeguards be incorporated in 
all machines and the following rules of 
practice are also recommended: 

1. Customers should have shoes on 
both feet while being X-rayed to avoid 
excessive dosage to the uncovered foot. 

2, Examinations should be limited to 
no more than three viewings per day 
or a total of 12 in one year. 

3. Timing devices should limit ex- 
posure to no more than 5 seconds, the 
maximum allowable exposure. 

4. Machines should be equipped to 
protect the operator who should care- 
fully be instructed in the operation and 
the potential hazards involved. 

5. Signs should be displayed warning 
the customers that repeated exposures 
to X-rays may be harmful. 

6. Machines should be constructed to 
reduce scatter radiation below the 
harmful level. 

7. Machines should be shielded to 
prevent radiation to others. 





New Partner in Store 


Skokie, Itu.—David La Point has 
recently become associated with Wil- 
lard Nelson in the operation of the 
Skokie Bootery at 8042 Lincoln Avenue 
in this Chicago suburb. Mr. La Point 
was previously in charge of the shee 
department in Lord’s Department 
Store, Evanston, III. 
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NEW NOVEMBER 


Merchandisers by 












IMMEDIATE DELIVERY! 


SEND postcard today for circular on Modern Youth 
Foot Favors, the sure selling line for your youthful trade. 


FOOTWEAR 





Misses’ Wellington Boot 
8-1738 Misses’ tan elk, beige 
top. leather insole, no-mark 
sole, $3.10 pair. 
8-1737 Same all-over bur- 


B-2798 Growing 
with beige top, 
B-2794 Growing girls’ all- 

over burgundy, $4.0. 


Growing girls’ sizes 4 
to 9%. 


oe house every Live Retailer should know 


C. W. Marks Shoe Company 
FOR EVERYBODY 
41S. Wells St., Chicago 6, Ill. 
Established 1870 


Both 





iris’ tan 
00 pair. 


the range or rodeo! 


All four styles 
corried open 
stock. 


BROWN VAMP WITH 


underlay. Full 


\ tion soles! 









tans” 





BOSTON 1 





-—COLT- CROMWELL VALUE } 


\ | Special for CHRISTMAS 
CHILDREN'S - MISSES' - BOYS' 


COWBOY BOOTS 


The gift they'll be giving . . . 


Authentic Western Styling, colorful 
and rugged with the fit and flair of 


Accurately detailed design 
GOODYEAR WELT 


Attractive cutouts with white 
lined 


Long wearing oak composi- 


STYLE No. 724 
Sizes 8/,—12 $4.25 
Sizes 12%2—3 $4.85 
Sizes %2—6 $5.30 


Write today for our GOLDEN ANNIVERSARY CATALOG 


( ~*~ 
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RED UPPER. 


leg. 


sCOLT-CROMWELL 


COWMPANVS, Lr0 
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Production Cost Decreases to 
Be Discussed at AMA Meeting 


New YorK—The American Manage- 
ment Association has announced a 
meeting in Chicago, November 10 and 
11, of 1,000 production executives in 
manufacturing, wholesaling and retail- 
ing firms throughout the country, to 
consider means of reducing production 
costs in American industry. The six 
sessions will be devoted to cost reduc- 
tion from the standpoint of improving 
shop practice, equipment policy, produc- 
tion contro], mechanized inventory, de- 
termination of direct and indirect costs, 
employee incentives, and other aspects 
of production problems. 

The program for the meeting is 
being arranged by a committee of pro- 
duction experts who include Arthur 
Kelly, assistant works manager of The 
B. F. Goodrich Company, Akron; and 
F. B. Menger, general production man- 
ager of the Armstrong Cork Company, 
Lancaster, Pa. The meetings will be 
held in the Palmer House. 





Hovda New Buyer for 
St. Paul Store 


St. Paut, Minn.—Les R. Hovda is 
the new buyer-manager of the women’s 
shoe department of Maurice L. Roths- 
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child, this city. Mr. Hovda has been 
associated with shoe stores on Nicollet 
Avenue, Minneapolis, for the last 26 
years and is well known in the Twin 
Cities. 





Took Off Shoes to Help 
Dodgers Win and They Did 





New York—At one stage of the sec- 
ond game of the World Series between 
the Yankees and the Dodgers, it looked 
bed for the latter. Into the breach 
stepped a lady bleacherite. "That'll do 
i#," she remarked as she removed her 
shoes and put her stockinged feet on an 
official program. It did and the Dodgers 
took the game 1 to 0. At least that's 
one version. The other is that she wore 
misfits and her feet hurt. P.S. The 
Yankees, however, won the Series. 


Legg Made Sales Manager 
Of Victory Shoe Co. 


St. Louis—Ed Morris, president of 
Victory Shoe Company here, announced 
on Oct. 25 that James S. Legg has 
joined his company as sales manager. 
Mr. Legg recently resigned from Moul- 
ton, Bartley, Inc., of which company 
he had been secretary and sales man- 
ager for 10 years. Prior to that he was 
with the Central Shoe Co. branch of 
the Brown Shoe Company. Mr. Legg 
is a member of the board of directors 
of the St. Louis Shoe Manufacturers 
Association. 


New Store Opened 


DeEtTROIT.—Milford’s Shoes has re- 
cently been opened in the North End, 
at 19121 Livernois Avenue, in a rap- 
idly-growing new shopping center, to 
cater to a general family trade. Owners 
are Sam Lewis, Leonard Levy, and 
Joseph Levine. The store is managed 
by Gene Lewis. 





Open Shoe Department 


Corpus CHRISTIE, TEx.—Loving’s, 
“The Young Man’s Store of Corpus 
Christie,” 618 N. Chaparral Street, has 
opened a new shoe department, featur- 
ing nationally advertised lines of dress 
shoes, cowboy boots and house slippers. 
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Prices Reduced on Two Selby Shoe Brands 





New Company Formed and Styl-Eez and Physical Culture Dress Shoes 
Henceforth Will Be Made in New England Factories 


PORTSMOUTH, O.—Roger A. Selby, 
chairman of the board, and N. B. Grif- 
fin, president of the Selby Shoe Com- 
pany, have announced that complete 
lines of Styl-Eez and Physical Culture 
Gress shoes will be reduced to retail at 
$8.95, $9.95 and $10.95, effective with 
Spring 1950 shipments. These new re- 
tail prices, they say, will afford a sub- 
stantial and profitable mark-up for the 
dealer. These brands sold this Fall at 
$9.95 and up. 

This reduction is effected by the for- 
mation of a new corporation called the 
S. & S. Company, owned by the Selby 
Shoe Company and Louis H. Salvage, 
vho has been a very successful manu- 
facturer of shoes in the $8.95 to $10.95 
price brackets for many years. 

“Styl-Eez and Physical Culture Com- 
po shoes,” says the Selby Shoe Com- 
pany’s announcement, “will be produced 
in a separate factory in Manchester, 
N. H., under the manufacturing direc- 
tion of Mr. Salvage and his associates. 
The welt shoes will be made in the fac- 
tory of Dan Danahy Shoe Company 
Marlboro, Mass., at the same retail 
price levels. 

“The styling, merchandising and sell- 
ing will continue to be handled in Ports- 
mouth, Ohio, under the direction of W. 


F. Hooley, general sales manager. 

“Styl-Eez and Physical Culture cas- 
uals will continue to be manufactured 
in Portsmouth, Ohio, in a new modern 
plant with a capacity of 2,500 pairs 
daily, to retail at $7.95 and $8.95. 

“The Arch Preserver, Tru-Poise, 
Ground Gripper-Cantilever and Town 
Walker lines will continue to be manu- 
factured in the parent Portsmouth fac- 
tory, which will Streamline the oper- 
ation in such a way as to effect vast 
improvements in efficiency and quality.” 

The recently held semi-annual sales 
conference closed on an extremely opti- 
mistic note and the salesmen have left 
for their territories with full informa- 
tion regarding the merchandising and 
promotional program that has been de- 
veloped for Spring, 1950, the full and 
complete details of which were an- 
nounced at the National Shoe Fair in 
Chicago. 

“These new and attractive prices 
open up a vast new consumer market of 
wearers which will greatly increase the 
volume and profits of Selby dealers,” 
the company asserts. “A careful sur- 
vey and analysis forecast a minimum 
of 30 per cent increase through retail 
channels across the country.” 





New Vaisey-Bristol Plant 
In Full Production 


ROCHESTER, N. Y.-—The new Vaisey- 
Bristol plant in Rochester, home of 
Jumping-Jack shoes, is now in full pro- 
duction after the swing-over from the 
old plant. 


The new Jumping-Jack home is said 
to be one of the finest, most modern 
shoe plants in the country. All shoe 
men are cordially invited to visit the 
Vaisey-Bristol plant whenever in Ro- 
chester. 

The new Rochester plant, say Vaisey- 
Bristol executives, together with Vai- 
sey-Bristol’s Monett, Missouri and 
Skowhegan, Maine, plants, will assure 
dealers of sufficient Jumping-Jacks and 
good delivery schedules, regardless of 
dealer location. 


November |, 1949 


Velvet Step Campaign to 
Be Expanded 


St. Lovurs.—Peters Shoe Company, 
division of International Shoe Co., St. 
Louis, has announced completion of the 
1950 national advertising schedule for 
Velvet Step shoes. 

Continuing a theme which has proved 
successful for two years, the emphasis 
currently will be upon selling-copy ap- 
plied to format and layout already es- 
tablished. Another feature of the 1950 
campaign is the addition of three fash- 
ion magazines to the schedule which 
heretofore has been confined except for 
Charm magazine, to mass circulated 
media. The three new books are Made- 
moiselle, Glamour, and Seventeen. In 
1950 Velvet Step national advertising 
will appear every month of the year. 


Gaylor Joins Staff of 
Servus Rubber Co. 


Rock JSLAND, ILL.—Robert Gaylor 
has recently joined the sales staff of the 
Servus Rubber Company. For the 





ROBERT GAYLOR 


past years, Mr. Gaylor has been con- 
nected with sales work. He served 
with the Army in the Airborne 82nd 
Division for four and one half years. 

The Gene Autry boot, made by Ser- 
vus, will be offered by Mr. Gaylor to 
the retail trade in the Illinois and 
Missouri territory. 


To Manufacture Casuals 


And Bedroom Slippers 


Los ANGELES.—Jacob Meltzer and 
William Duga have recently incorpo- 
reted under the name of Meltzer & 
Duga Shoe Co., at 647 S. Los Angeles 
Street, Los Angeles, to manufacture 
women’s casual shoes and bedroom slip- 
pers. 

Mr. Duga was formerly with Swan- 
kies of California. Mr. Meltzer has 
been active in the manufacture of bed- 
room slippers in the East. 


Eli Cohen Heads Cortell Shoe 


MANCHESTER, N. H.—Eli A. Cohen 
has succeeded Clarence N. Jacobson as 
president and sales manager of the Cor- 
tell Shoe Company, Manchester, pro- 
ducers of the nationally known branded 
line of “Buskens.” 

Mr. Cohen has been a prominent fig- 
ure in the shoe business for the last 25 
years. At present he contemplates no 
change in company policy. 
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Wages Stabilized 
By New Contract 


St. Lovuis—A new labor contract 
eliminating the escalator clause which 
provided wage fluctuations geared to 
the U. S. Department of Labor’s Price 
Index has been announced jointly by 
International Shoe Company and the 
United Shoe Workers of America, CIO. 

The new contract pegs wages at the 
present level. It replaces the provision 
that wages go up or down 3 cents an 
hour for each five-point change in the 
government price index. Since the 
escalator clause went into effect two 
years ago, fluctuations in cost of living 
have given employees five increases and 
two decreases, for a net wage increase 
of 9 cents. 

Except for the change in wage plan, 
plus some clarification of terminology 
and minor changes governing proce- 
dures of both parties, provisions of 
last year’s contract remain in effect. 

The new contract will be effective 
for one year beginning Oct. 1, upon rat- 
ification by the union’s locals. Of the 
company’s 35,000 employees, approxi- 
mately 14,000 are members of United 
Shoe Workers and are covered by this 
contract. Two thousand of these are 
employed in St. Louis and the remain- 
der in other Missouri, Illinois, Arkan- 
sas and New Hampshire plants. 





Snow Appointed to Sell 
Lotus English Shoes 


New YorkK—Lotus Shoes, Inc., have 
appointed Charles Warren Snow, Jr. 
as Midwestern sales representative for 





CHARLES W. SNOW, Jr. 


Lotus English footwear. Mr. Snow, 
who resides in Jackson, Michigan, has 
exclusive representation in the Central 
end Midwestern states up to the 
Rockies. 

Mr. Snow has had many years of 
experience in shoe selling and has a 
wide following throughout the industry. 
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Dr. Scholl on Trip to 
Europe 


NEw YorK—Dr. Wm. M. Scholl, pres- 
ident of The Scholl Mfg. Co., Inc., 
Chicago, recently left here by plane 
for Frankfurt, Germany, where The 
Scholl Mfg. Co. is erecting a new plant 
to replace one bombed out during the 





Off fo visit new plant being built in 
Germany 


war. Accompanying him was Charles 
F. Hanser, vice-president of Donahue 
& Coe, Inc., advertising agency han- 
dling the Dr. Scholl account. They 
planned to meet with foreign repre- 
sentatives of Dr. Scholl’s organization 
to discuss advertising and promotion 
plans for the ensuing year. The itin- 
erary includes Germany, Switzerland, 
Holland, Belgium, France, Italy and 
England. 


Slipper Catalog Issued in 
Three Parts 


New YorK.—The Globe Slipper Com- 
pany of New York City has recently 
published a new slipper catalog in three 
parts, really three catalogs Devised by 
Albert Hekler, president of the com- 
pany which manufactures slippers 
carrying the trade name Globe-Sters, 
one catalog describes the women’s line, 
another the men’s and a third, the ju- 
venile, the latter being titled “for tots 
end teens.” This, it is believed, will 
make it easier for the retailer to find 
what he is looking for. 





Correction 


In Boot AND SHOE RECORDER, issue of 
Oct. 15, it was erroneously stated that 
John C. Kenney had been appointed a 
member of the sales force of the 
Ephrata Shoe Company, of Ephrata, 
Pa. Mr. Kenney was instead named 
to the sales staff of the Eby Shoe Cor- 
poration also of Ephrata. Mr. Kenney, 
as noted, will cover North and South 
Dakota, Montana, Wyoming, Idaho and 
Utah. He makes his home in Bill- 
ings, Mont. 





Douglas Executive Cites 
Progress in New Plant 


BrocKToN, Mass.—A net loss for the 
first six months of this year of $335,- 
606.72, after deducting refunds of Fed- 
eral income taxes, was recently re- 
ported to the stockholders of the W. L. 
Douglas Shoe Company by Joseph W. 
Bartlett, president of the company. 
Sales during the same period were 
$3,075,102.24 and selling, advertising 
and administrative expenses were 
$963,953.61. 

In his letter accompanying the report, 
Mr. Bartlett recalled the letter written 
to stockholders last July by Marshall 
H. Stevens, executive vice-president and 
general manager, rehearsing the labor 
difficulties which led up to the closing 
of the Brockton plant, and added: 

“In Scranton, however, the labor sit- 
uation has substantially improved. 
After the workers came back to their 
jobs last February, Mr. Stevens sat 
cown with the union and finally in Au- 
gust a contract was executed which 
marks the cordial state of labor-man- 
agement relations now existing in that 
plant. Production there is steadily in- 
creasing while manufacturing costs 
have been sharply reduced with every 
indication that further reductions will 
come as production rises and workers 
gain experience. Mr. Stevens is also 
continuing the program which his let- 
ter of July 8 outlined to revitalize the 
administrative and sales organizations 
ef the company.” 


To Sell Crosby Square Line 
In New York State 


MILWAUKEE—E. C. Wegner, sales 
manager of The House of Crosby 





CHARLES S. CRANEY 


Square, division of the Mid-States Shoe 
Company, announces the appointment 
of Charles S. Craney to represent the 
company in the New York State terri- 
tory, starting November 1. 

Mr. Craney is widely known to many 
of the retailers of the state of New 
York as he represented the Freeman 
Shoe Corporation there for a period of 
almost thirty years. 
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© LEATHER SOLES $475 

© SILK TASSELS 

© STITCH DOWN Terms 

CONSTRUCTION 2/10 N/30 

© SIZES 4-9 cao 
IMMEDIATE 
DELIVERY 


No. 3880 


ARNOFF SHOE CO.,INC., 101 Duane St.,N.Y.C 








Vitality Salesmen Meet to 
Discuss Spring Lines 

St. Lours—Changed styling in the 
Spring line, balance of heel heights 
and facilities of the in-stock depart- 
ment were the three major topics of 
discussion at the sales meeting held 
here recently by the Vitality Shoe Co., 
division of International Shoe Co. In 
general charge was C. L. Hein, general 
manager. 

Walter Goerisch, Vitality stylist, 
served as commentator during the 
showing of the new line at the meeting, 
and company officers also addressed 
salesmen. Executives of Vitality re- 
viewed territorial problems with each 
man individually. 





Joins Advertising Agency 

CHIcAGO.—Terence McDonald, for- 
mer assistant to the manager of Boor 
AND SHOE RECORDER’S Western office 
here, has joined the staff of Robert A. 
Gallagher, who heads an advertising 
agency under that name at 134 North 
La Salle Street, Chicago. Mr. McDonald 
joined the RECORDER’s staff in the early 
Summer of 1946 soon after receiving 
his discharge with the rank of lieuten- 
ant from the United States Coast 
Guard with which he had served since 
December, 1941. 

Prior to his war service, he was con- 
nected with the advertising department 
of the Chicago Tribune and his experi- 
ence there as well as that which he 
has had since then, have given him a 
well-rounded knowledge of the func- 
tion and preparation of advertising. 

Mr. McDonald is a graduate of De 
Paul College of Commerce where he ma- 
jored in marketing and advertising. 
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Huffine Again to Sell 
Children’s Shoes 


PHILADELPHIA — Robert L. Huffine, 
well known as an expert on juvenile 
footwear, announces that he has estab- 
lished himself as a manufacturers’ 
agent with offices in the Hotel Adelphia, 





ROBERT L. HUFFINE 


this city, and will handle the Kamp- 
tramp line of Adams Bros., of Pitts- 
field, N. H., with which company he was 
associated some time ago. He will 
2Jso sell four other lines of non-compet- 
ing children’s shoes. 

Mr. Huffine has had years of exper- 
ience in this field, having at one time 
been vice-president of J. Edwards & 
Company of this city, a position which 
he left to become one of the heads 
of the juvenile shoe division of Sandler 
of Boston when that department was 
added to the Sandler operation in the 
Spring of 1944. During the past year 
he has been inactive because of illness. 


Shoe Man Honored by NAMA 


OMAHA, NEB.—Harry A. Jones, rep- 
resentative of the Weyenberg Shoe 
Manufacturing Co., Milwaukee, and 
president of the Ak-Sar-Ben Men’s Ap- 
parel Club of Omaha, is the first 
Omahan ever to be elected to the execu- 
tive board of the National Association 
of Men’s Apparel Clubs. He was named 
vice-president of the NAMA at the 
Dallas, Tex., convention recently. Mr. 
Jones’ new post includes the second 
district in which there are clubs in 
Omaha, Kansas City, Dallas and New 
Orleans. 


Peggy Rankin with Tiffany 
New YorK.—Miss Peggy Rankin has 
joined the staff of Tiffany Footwear, it 
was announced by R. V. Nolan, sales 
manager, and will be in charge of the 
new Tiffany New York office, now in 
the Marbridge Building. She was for- 
merly with Gregory and Read Co. 
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CHILDREN'S SLIPPERS 
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A BEAUTIFUL BUY! 











Misses 
Satin 
D'Orsay 


Fine brocaded satin D'Orsay with stunningly 
printed jersey platform cad collar. Red and 
royal. Reyes faille iining. Hard | 

sole. Sizes 10-3 (full sizes only). An ideal 
number for Xmas promotion! 





ORDER NOW—IMMEDIATE DELIVERY! 


GLOBE SLIPPER CO. 
© New York 1. N.Y. 


1140 
Write for FREE Fall 
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LEADING AGAIN IN PRICE & QUALITY 


MEN'S BROWN KID ROMEOS 
AT ONCE DELIVERY 





$265 
PER PAIR 


NET 10 DAYS 
Sizes: 6 to 13, 36 Pairs to a Case 


No. 510 Leather Quorter Liri Sento &- In- 
ce Heavy Leather Outsole, bows te yr 
H 









1321 North Third St., Milwaukee 12, Wis 
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AERO SHOES 
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A Jodphur that Sells on Sight 


The Justin AERO Shoe 


A proven fast-seller because it 
shows the quality of fine American 

anship. Favorite with 
fiyers for 11 years. Popular for 
sport and ines 






Made in 
U.S.A. 


H. J. JUSTIN & SONS, INC. 
548-K Fort Worth |, Texas 
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WORK SHOES 








Men's Goodyear Welt Work Shoes 
Men's Steel Toe Safety Shoes 


Union Made 


GOODWILL SHOE COMPANY 
HOLLISTON, MASSACHUSETTS 

















New Type of Wedge Heel 
Perfected 


Port ARTHUR, ONT.—A newly-formed 
company, Sprov of Canada Limited, 
Port Arthur, has recently perfected 
a new wedge heel said to correct body 
balance and point of contact when 
walking. Several shoe manufacturers 
are making shoes thus equipped, while 
Sprov will handle the distribution and 
advertising. 
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Leonard Rogers 
Joins Carlisle 


CARLISLE, Pa.—Leonard Rogers, for- 
merly with Johansen Bros. Shoe Co., 
has been appointed West Coast repre- 
sentative for Carlisle Shoe Company, 





LEONARD ROGERS 


according to M. M. Stolilmack, vice- 
president and general manager. Mr. 
Rogers succeeds Ned Anderson who re- 
signed and as yet has not made known 
his plans. 

Mr. Rogers’ knowledge of the shoe 
industry is very extensive. For the 
past 18 years he has been associated 
with a manufacturer of style shoes. 
His experience includes a complete un- 
derstanding of the retail end of the 
business. For several years he lived on 
the West Coast and is familiar with 
the territory and the type of shoes 
best suited to that locale. 

Mr. Rogers will be with Carlisle Shoe 
Company in their showrooms at The 
Palmer House at the National Shoe 
Fair in Chicago. After November 5th. 
he will be operating from the company 
office in the Haas Building, Los Angeles. 





Retailers and Salesmen at 
Julian & Kokenge Meeting 


CoLuMBuUs, O.—Representatives of 
more than 40 large shoe and department 
stores and sales representatives of the 
Julian & Kokenge Co., met in Columbus 
recently to hear about Foot Saver’s 
merchandising advertising and promo- 
tion plans for next Spring. 

James T. Aubrey, president, and J. J. 
Finley, vice-president of Aubrey Moore 
& Wallace, Chicago advertising agency, 
and H. B. Erk, advertising manager of 
the company, spoke at a luncheon meet- 
ing at the Deshler-Wallick Hotel. 

At an evening dinner the same day 
Herbert Lape, Jr., president of the Ju- 
lian & Kokenge Co., outlined sales and 
merchandising programs and conducted 
a-forum on colors and styles for the 
Spring season. 


Two New Distributors Named 
By Hussco Shoe Co. 


HONESDALE, Pa.—William Manowitz, 
president of the Hussco Shoe Co., here, 
has appointed Simon Weiner, one of 
New York’s leading shoe wholesalers, 
as “Huskies” distributor for the metro- 
politan area, Long Island and northern 
New Jersey. Under the terms of the 
contract, Mr. Weiner will have the 
largest stockpile of “Huskies” in the 
country, with Hussco earmarking be- 
tween 150,000 and 200,000 pairs an- 
nually for the new New York outlet. 

Mr. Manowitz also flew recently to the 
West Coast to expand the “Huskies” 
structure in that territory. With Hussco 
production of the brand moccasin run- 
ning 125 per cent over the corresponding 
period last year, Mr. Manowitz said he 
was able to guarantee to Ben Solnit, of 
the Solnit Shoe Co., Los Angeles, a 
supply at least doubling last year’s sup- 
ply in that area. 

“Huskies” in 1947 were voluntarily 
withdrawn from the territory now ser- 
viced by Simon Weiner, according to 
Mr. Manowitz, because the Honesdale 
plant as it was at that time was unable 
to meet the demand. 





Cameron Made Superintendent 
Of Allen Edmonds Plant 


BELGIUM, W1s.—Allen Edmonds Shoe 
Corporation announces the appoint- 
ment of A. J. Cameron as plant super- 
intendent. 





A. J. CAMERON 


Mr. Cameron has been associated 
with Allen Edmonds since 1946. Until 
his recent appointment, he was the 
company’s representative in the Michi- 
gan-Ohio-Kentucky area. Prior to 
joining Allen Edmonds, he was with a 
number of eastern shoe plants. During 
the war years he was a U. S. Navy in- 
spector in six of the major shoe plants 
in the East. 

Fred Charon of South Bend, Ind., an 
experienced salesman, succeeds Mr. 
Cameron in the Allen Edmonds Michi- 
gan-Ohio-Kentucky territory. 
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for quick help from the only book of 
its kind; encyclopedia of practicable, 
workable ideas for the experienced 
merchant. No theories —all tried, 
true .. . NOT just another shoe book, 
but offers in addition to 138 specific 
shoe promotions, the best ideas from 
the entire retailing field for instant 
adaptation to his particular require- 
ments. 

Foreword by PAUL H. NYSTROM, 
Professor of Marketing, School of 
Business, Columbia University. 


Please remit with order. 


30 Po 3.50 


306 Pages 


BOOT AND SHOE RECORDER 


100 E. 42nd St., New York 17, W. Y. 


40 Chpts. 
Postpaid 

















Patent Leather Bureau 
Head Visits Paris 


New YorRK.—In order to report to 
the American footwear and accessory 
industries what Paris is showing in 
patent leather fashions, Kate G. Kamen, 
executive director of the Patent Leather 
Bureau, made a trip to Paris recently 
by air and visited footwear and acces- 
sory creators as well as the apparel 
couture in the French capital. 

Upon Mrs. Kamen’s return, the 
Parisian information on patent leather 
fashions was made available to the 
footwear and accessory market through 
the Patent Leather Bureau at its head- 
quarters in the Empire State Building 
in New York City. 
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Shoe Manufacturer Uses New 
Work Study Methods 


New Beprorp, Mass.—The A. Freed- 
man & Sons, Inc., New Bedford, manu- 


facturers of men’s style shoes were | 


mentioned in an article in October For- 
tune as an example of one company 
which has seriously set out to study 
work standards in its factory. 

The article, “Timing a Fair Day’s 
Work,” was about work standards in 
industry developed by three inventors 
who call their system “M.T.M.,” 


meaning Methods-Time Measurement. | 


“M.T.M.” sets work standards and 
methods, consisting of a concise cata- 
log of work motions and a scale of pre- 
determined time values for each, all 
boiled down to one handy card. Unlike 
time-motion studies, the system does not 
use a stop watch in its measurements. 
Instead motions are timed with a 
16-mm. film; one film frame covers only 
one-sixteenth of a second, which is five 
times faster than the smallest stop- 
watch reading. 

A two-part photograph in Fortune 
shows the results of an experiment by 
“M.T.M.” which made unnecessary a 
$$,600 investment in 600 new racks that 
would have slowed down production in 
the Freedman factory. 

The original racks were involved in 
a simple operation of loading shoes 
on a bottom shelf. Freedman thought 
that this rack required too much bend- 
ing by the operator. “M.T.M.” studied 
the operation, and suggested that a new 
rack with shallower shelves be tried. 
But “M.T.M.” analysis showed that an 
operator could load 640 fewer pairs 
of shoes per hour on the new rack be- 
cause he had to slow down and “posi- 
tion” each shoe to avoid scuffing it on 
the shelf edges. This discovery thus 
prevented the loss of an investment in 
new racks that would have lowered, not 
raised production, as expected. 


Leo H. Snyders Organizes 
Upper Leather Firm 


St. Louis—Leo H. Snyders, one of 
the best known shoe and leather men 
in the St. Louis area, has started his 
own business known as the Snyders- 
Smith Leather Co., and will sell upper 
leather and other materials to the shoe 
manufacturing trade. He will also 
deal in job lots of upper leather and 
obsolete shoe goods of all kinds. 

Associated with Mr. Snyders will 
be Iredell Smith, formerly of Smith 
Bros., leather jobbers for many years, 
and who is well known in the industry. 
Mr. Snyders was formerly associated 
with Milius Shoe Co., of St. Louis for 
a period ef twenty-five years, in an 
executive and official capacity. The 
business is located on the first floor of 
the Leather Trades Bldg., at 1604 
Locust Street. 
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THREE OUTSTANDING BOOKS 
ON SHOES AND FEET 


MECHANICAL FOOT THERAPY 


by BRACHMAN 

Contents: Mechanical Therapy, Diagnosis, 
Postural Therapy and Exercises, the construc- 
tion of casts, appliances and braces. Shoe 
Therapy. 304 pages, 1/82 Illustrations. $8.00 
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Contents: A i con- 
struction of the ate wg Fl hy | shoe 





and fitting of footgear, 
lo chert Hab end theo thorony. 357 pages. 
eS eer a eee $6. 


nique of foot correction. 
216 pages, 364 illustrations............. $8.00 
SENT POSTPAID 


Send Remittance with Order to 


UNIVERSAL PUBLISHERS 
229 N. Ashland Ave., Chicago 7, Illinois 
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XMAS DECORATIONS 


WE HAVE IN STOCK A WIDE VARIETY OF 
WINDOW AND INTERIOR XMAS DISPLAY 
UNITS—AND BACKGROUND MATERIALS. 
ALSO FEATURE COMPLETE LINE OF DIS- 
PLAY FIXTURES AND EQUIPMENT OF EVERY 
DESCRIPTION. 





BERENDT BROTHERS, INC. 
205 MEETING STREET, CHARLESTON, S. C. | | 
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Largest Quality Shoe 
REAL LOW PRICES. 


BARIS SHOE CO.., Inc. 
79-81 Reade St., W. Y. —  WOrth 2-5180-1 
Sample Office: Hees Bidg., Les Angeles, Cal. 
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FOR SPECIAL PROMOTIONS 








SOUTHEASTERN SHOE TRAVELERS 
NOV. 5-6-7-8 
‘ON-BON AIR HOTEL—AUGUSTA 


SHERAT' 
ROOM ---------- 306 
SOUTHWESTERN SHOE TRAVELERS 
NOV. 13-14-15-16 
SOUTHLAND HO s 
ROOM ----------- 329 


MOSINGER-COHN 


1235 Washington Ave. St. Louis, Mo. 
“Over A Quarter Century" Fine Footwear 
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Slomoff to Sell Roblees 
In New York City Area 


St. Louis—Ben Slomoff, formerly 
sales representative for Brown Shoe 
Company’s Roblee division of men’s 
footwear in the Philadelphia and New 
Jersey area, has been transferred to 
the New York City territory, it has 
been announced by Walter Bruns, gen- 
cral manager of the Roblee division. 





BEN SLOMOFF 


Mr. Slomoff has been associated with 
Brown Shoe Company and the Roblee 
division for the last fourteen years, 
during which time he has made distin- 
guished sales records in Western Penn- 
sylvania, and more recently in the Phil- 
adelphia and New Jersey territory. 
He has wide experience in the men’s 
shoe field, not only as a wholesaler but 
also as a retailer. He will have his 
sales headquarters in the Marbridge 
Building in New York City. 

Nicholas J. Covello will take over the 
sales territory of Eastern Pennsylvania 
and New Jersey for Roblee shoes. Mr. 
Covello joined Brown Shoe Company 
last year as a Roblee sales representa- 
tive for part of the New York City 
area. 


To Make Window Displays 


New YorK.—The firm of Herbert 
Rose, Inc. (formerly Display Ex- 
change), window display designers for 
the shoe industry, now has complete 
manufacturing facilities in its new 
quarters at 614 West 5ist Street, New 
York City. 





Joins W. B. Coon Co. 


ROCHESTER, N. Y.—¥Frederick A. 
Briggs, former New York State sales 
representative for the Friedman-Shelby 
Division of International Shoe Co. for 
23 years, will represent W. B. Coon Co. 
of Rochester in the state of Pennsyl- 
vania, except Philadelphia, selling 
women’s Foot Caress, the new women’s 
Crik-Ett casuals and children’s shoes, 
starting Nov. 1. 


University Professor Praises 
Shoe Travelers 


CHARLOTTETOWN, P. E. I.—Traveling 
shoe salesmen “have been remarkable 
in adapting themselves so quickly to 
changing conditions,” said Dom Ber- 
trand, general manager, Alb. Laliberte, 
of Quebec City, and professor at the 
School of Commerce, Laval University, 
speaking recently at the Maritime Shoe 
Conference here. 

“As a group, they deserve a tribute. 
They were put to a critical test during 
the so-called easy period when they 
acted as distributors of quotas. But 
the good travelers—and this term ap- 
plies to most of them—knew all along 
that ‘something different’ would come 
to them, hence they did not think for a 
minute that shoe retailers were hard on 
them because they would not order a 
season’s needs at the start of the sea-” 
son. And those who have had occasion 
to help their customers one way or an- 
other during the years of scarcities 
have been smart enough not to use past 
favors as an argument for getting an 
order. For they know that good sales- 
manship has nothing to do with high 
pressure, with the conquering of a pros- 
pect by the force of a dynamic per- 
sonality. 

“It may be that a few shoe retailers 
are still considering salesmen as a spe- 
cies of natural enemies, but I am sure 
that the great majority look upon our 
sales representatives as a group of spe- 
cialists from whom they get sound ad- 
vice and a lot of good ideas. Our sales- 
men are trained differently these days. 
We still want them to solicit your busi- 
ness, but we also welcome their advice 
about your needs, about your particular 
conditions. This is not a philanthropic 
leaning but just an honest feeling that 
we can produce and sell more shoes if 
we learn how to assure you the com- 
plete satisfaction you rightfully de- 
serve.” 


New England Foremen 
Hold Outing 


ROCHESTER, N. H.— Approximately 
20 members of the New England Shoe 
Foremen’s and Superintendent’s Asso- 
ciation in this area attended a recent 
all-day outing held at the Rochester 
Country Club. 


McBryan, Vice-President, 
Resigns from J. Edwards 


PHILADELPHIA—The vice-president of 
J. Edwards & Company, Joseph J. Mc- 
Bryan, has resigned after having been 
associated with this children’s shoe firm 
for many years, it was announced re- 
cently. The president, Arnold Bartschi, 
says that no successor will be named. 
Mr. McBryan’s future plans will be 
made known later. 
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Available 2500 dozen Nylons 51-gauge, | | 
15 denier, stamped IRREGULARS. In lots | | 
of 500 dozen only at $6.87'2 per dozen 
—full fashioned—for sale by mill. Each 
pair packed in cellophane envelopes. 
V4, doz. boxes. Newest Fall colors. 





P. O. BOX 8 F 
65 West 95 St., New York 25, N. Y. 











Leather Man Heads 
State Welfare Work 


HARRISBURG, Pa.— William C. Brown, 
45, of Philadelphia, president of the 
William C. Brown Leather Co., has been 
appointed State Secretary of Welfare 
by Gov. James H. Duff to take over the 
post vacated by State Treasurer 
Charles R. Barber. 

Unknown in state political circles, 
Mr. Brown has been active in civic, re- 
ligious and philanthropic work in his 
community. He resides at Walnut Glen 
Farms in Chester County. 





Two New Salesmen to Carry 
Robin Hood Line 


St. Louis.—The Robin Hood Division 
of Brown Shoe Company has appointed 
L. W. Abel, Guttenberg, Iowa, as sales- 
man for the territory composed of the 
northern part of Michigan and the state 
of Wisconsin, excluding the extreme 
northwestern corner. 

At the same time, Paul C. Mutshnick, 
6449 Marmaduke Ave., St. Louis, Mo., 
began traveling a new territory set up 
for the Robin Hood division. This in- 
cludes the state of Indiana, the south- 
ern part of Illinois, and the Cincinnati, 
Ohio, area. 


Traveling Salesman and Son 
Open Shoe Store 


ParRK RIDGE, ILL.—R. D. Cushman 
and his son, R. B. Cushman, have re- 
cently opened a new family shoe store 
known as Cushman Shoes at 128 Pros- 
pect Street, here. The senior Mr. Cush- 
man represents the “Air Step” line of 
Brown Shoe Co. in the Chicago terri- 
tory. 
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Now Handling Display Items 


CHARLESTON, S. C.—Berendt Broth- 
ers, Inc., of 205 Meeting Street, this 
city, have recently expanded their line 
to include store equipment and display 
fixtures and other items commonly used 
in shoe stores and shoe departments. 
New items in the line, in addition to 
those previously handled, include 
among others, chrome and wood chairs, 
chrome and lucite fixtures, material 
for window decoration, display cases 
and plastic window shades. A catalog 
has been prepared. 





Queen Quality Salesmen 
Report Better Business 


St. Lovuis—At a recent sales meet- 
ing of the Queen Quality Shoe Co. di- 
vision of International Shoe Co., held 
in St. Louis at company headquarters, 
the new line for Spring was shown to 
salesmen, and the sales force, in turn, 
reported a marked improvement in the 
sale of Fall shoes. 

Charles E. Goodrich, sales manager 
of Queen Quality, verified this report. 

Also announced at the meeting was 
a change in the sales force, the ap- 
pointment of Robert D. Fletcher, who 
will travel the Texas and Oklahoma 
territory. 


Wholesale Firm Reorganized 


DeTrRoIT. — Morrey Weisberg has 
taken over full ownership of the K. and 
W. Shoe Sales, wholesale representa- 
tives, following the withdrawal of his 
partner, Charles Klein, to go into the 
retail shoe field. 

“Mr. Weisberg, who represents the 
Somersworth Manufacturing Company 
and the Harvey Shoe Company, will 
continue to maintain a display room in 
the Tuller Hotel. The company no 
longer represents the J. Baker Com- 
pany and the Hammond Moccasin Com- 
pany, Mr. Weisberg said, following the 
reorganization. 





Leaves for Europe 


CoLuMBuUS, O.—Gordon A. Brawley 
of Gordon A. Brawley and Associates 
sailed recently on The Britannic from 
New York to Liverpool on a business 
and pleasure trip. He will visit En- 
giand, France, Holland, and Belgium 
before returning early in December. 
Gordon A. Brawley and Assocnates are 
suppliers of leather, shoe materials, 
and supplies with offices located in 
Harrisburg, St. Louis, Columbus, Nash- 
ville, and Milwaukee. 





Store In New Location 


ROCHESTER, N. Y.—The De Luxe 
Shoe Shop has been opened at 477 Mon- 
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RHINESTONE CREATIONS ARE NOW MANU- 
FACTURING THE LATEST STYLE CUT STEEL 
BEADLD SIDE ORNAMENTS IN ADDITION 
TO THEIR RHINESTONE LINE. 
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RHINESTONE CREATIONS 


751 NORTH 39TH STREET 
PHILADELPHIA 4, PA. 
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roe Avenue by Jerry Cellura. The firm, 
which formerly was located at 377 
Meigs Street, handles men’s, women’s 
and children’s shoes. The store is air 
conditioned. In addition to shoe sales, 
the store features a shoe repair service. 





Shoe Department Opened 


Bic SPRING, TEX.—The Fashion Cen- 
ter, formerly the Lorraine Shop, 201 
E. Third Street, opened its new shoe 
department recently. Al Gilbert is the 
owner. 





Memory Shoe Corporation 
Organized in Omaha 

OMAHA, NEB.—Memory Shoe Cor- 
poration of Omaha has filed articles of 
incorporation with the Nebraska secre- 
tary of state to operate a plant in which 
baby shoes will be preserved for memen- 
toes. Capitalization is $10,000 and in- 
corporators are W. H. Westfall and 
James L. Welsh, Jr. 
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SALESMAN WANTED 


We have an Opening on our Sales Force 
for a First Class Man to Sell Our Line of 
Sports, Casuals, Slippers, Retailing from 
$3 to $5. 

The Territory is: Western Penn., 
Eastern Ohio, Northern W. Va. 
Applicants must be experienced within 
the territory. Drawing account. Submit 

complete information. 


GOLO FOOTWEAR CORPORATION 
129 Duane Street, New York 13, N. Y 
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RHINESTONE AND CUT STEEL BOWS, 

compact tray, terrific sellers. Address #290, 
care Boot & Shoe Recorder, 100 East 42nd 
Street, New York 17, N. Y. 





EN’S UNLINED WORK SHOES on 


Straight commission for Minnesota and 
Wisconsin. North Lebanon Shoe Factory, 
Lebanon, Pa. 





ESTABLISHED AND COMPREHENSIVE 

LINE of Children’s Novelty Welts and Com- 
pos, in Widths, to retail about $5.00. Pennsyl- 
vania, New York State, Ohio, Michigan, Balti- 
more, Washington, Virginias. Address #510, 
care Boot & Shoe Recorder, 100 East 42nd 
Street, New York 17, N. Y. 





EN’S UNLINED WORK SHOES on 

straight commission for Southern California, 
Arizona and New Mexico. North Lebanon Shoe 
Factory, Lebanon, Pa. 





SELL ARCH CUSHIONS, METATARSAL 

PADS, HEEL PADS, etc., as a side line, 
to shoe stores and repair ‘Shops. Nationally 
known products. State territory covered and 
present line. Address #550, care Boot & Shoe 
a 100 East 42nd Street, New York 17, 





SIDELINE SALESMAN wanted. Men’s un- 

lined Work Shoes on straight commission for 
Florida and Georgia. North Launes Shoe Fac- 
tory, Lebanon, Pa. 





HELP WANTED 








MEN’S SHOE BUYER 
AND 
DEPARTMENT MANAGER 


Must: be a quality man with that sort 
of thinking. Exclusive lines, best grade 
merchandise only. This is the top 
flight men’s store in a medium size 
city in the middle west. Unusual op- 
portunity. Compensation open. We are 
an advertising agency acting for a 
client, therefore, write us in confidence 
the kind of information zon would like 
if you were the prospective employer. 
No telephone calls nor interviews, 
ee until your letter has been re- 


BACHRODT, NEWELL, O'Kane andGANo 











75 East Wacker Drive, Chicago |, Ill. 
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AN ASSURED WAY TO OBTAIN 


ADDITIONAL INCOME 
without adding to your selling ex- 
penses .. . or loss of time. 


OPEN HANDBAG DEPTS. 


in shoe STORES you are now selling 


WE GUARANTEE STORES A 
PROFIT! WITHOUT INVESTMENT! 
NO LOSS—FROM MARKDOWNS! 
WE DO THE MERCHANDISING! 


This successful Handbag Merchandis- 
ing Plan now in operation in over one 
thousand shoe stores thruout the 
country. 

For over |7 years we have specialized 
in manufacturing and merchandising 
of Handbags. 

Tremendous opportunity for expan- 
sion in all territories. 

Write in confidence line carried, ter- 
ritory desired and Past Earnings. 


FREDERICK GEORGE, INC. 
14 EAST 33RD ST., N. Y. 











OR SALE—Half interest in corporation with 

profitable shoe store in Rocky Mountain area. 

$50,000. Address #560, care Boot & Shoe 

Recorder, 100 East 42nd Street, New York 17, 
» 2 





FOR SALE—Modern family shoe store 15 
miles from Boston Key City. 150,000 popu- 
lation. Top location. Good lease, Air condi- 
tioned. Clean stock. Branded. Sell at inventory 
cost, plus $8,250. Total about $25,000. Other 
interests. Write Box 556, Boot and Shoe Re- 
corder, 10 High St., Boston, Mass. 





OR SALE—Complete family shoe store and 
orthopedic department, Eastern Pennsylvania, 
diversified industry, thriving community, 14,000 
pop. Estab. 20 years same location, good loca- 
tion, long lease, low to high priced merchandise. 
Nationally advertised brands. Selling due to 


health. Separate home one bleck from store. 
Four-car garage. Real opportunity for right 
party. Address #555, care Boot & Shoe Re- 


corder, 100 East 42nd Street, New York 17, 


N. Y. 





LINE WANTED 











FOR SALE 








ONLY $5000 CASH REQUIRED. HERE IS YOUR 
OPPORTUNITY TO PURCHASE A NO. | SHOE 
STORE. A MONEY-MAKING GOING BUSINESS, 
CLEAN FRESH STOCK. NEW FRONT AND 
NEW INTERIOR. EXCELLENT LOCATION IN 
JERSZY CITY’S BEST SHOPPING AREA. SIZE 
OF INVENTORY YOUR CHOICE. ACT FAST. 


BOX 7, WEEHAWKEN, N. J. 











D&®T. FOR SALE. Popular priced Ladies’ 
shoe dept. for sale in chain specialty shop 
located in northern New Jersey. 100% location. 
New Stock. Can be had for inventory $5,000 to 





$7,000. Address #562, care Boot Shoe 
i 100 East 42nd Street, New York 17, 
Established 


FOR SALE. Ladies’ shoe store. 
10 years. 100% location, Miami Beach. Very 
low rental. Good lease. $15,000 cash. Details— 
Owner other interests. Address #557, care 
Boot & Shoe Recorder, 100 East 42nd Street, 
New York 17, N. Y. 





ARE OPPORTUNITY for person with 

limited capital to own your shoe store. Can- 
cellation shop in one of the best towns in mid- 
west. Small inventory. Address #558, care 
Boot & Shoe Recorder, 100 East 42nd Street, 
New York 17, N. Y. 





FOR. SALE. Well established shoe store and 


repair shop. In northern Illinois. A_ fast 
growing city. Population 3500. Address #563, 
care Boot 100 East 42nd 


Shoe Recorder, 
Street, New York 17, N. Y. 





FOR SALE—Old estabiished family shoe store 
in New Jersey, 40 miles from New York. 
New long term lease. Newly renovated. 100% 
location. Top brands franchise. Reason, moving 
to west coast. Cash required, at least $25,000. 
No others apply, please. Address #548, care 
Boot & Shoe Recorder, 100 East 42nd Street, 
New York 17, N. Y. 





OR SALE—Complete Family Shoe Store and 

Orthopedic department, Eastern Pennsylvania, 
diversified industry, thriving community, 14,000 
Pop. Estab. 20 years same location, good loca- 
tion, long lease, low to high priced merchandise. 
National advertised brands due to 
health. Separate home one “block from store, 
four-car garage. Real opportunity for right 
party. Address #555, care Boot & Shoe Re- 
“a - 100 East 42nd Street, New York 17, 





HI CALIBER SALESMAN 


A-1 following (Dept. and Specialty 
stores) open for additional main line 
Men's or Children’s shoes. Carry na- 
tionally advertised sandal line for 
California, Arizona, Nevada. Top ref- 
erences. 

Address Box 559, care BOOT & SHOE —— 

100 East 42nd Street, New York 17, 











you NG, AGGRESSIVE SHOE TRAVELER 
with large following desires manufacturer’s 
line of high grade women’s or children’s shoes 
for Pennsylvania. Address #553, care Boot & 
Shoe Recorder, 100 East 42nd Street, New 
York 17, N. Y. 





HOROUGHLY EXPERIENCED SHOE 

SALESMAN desires line of women’s casuals 
for Chicago area and suburbs. Have good fol- 
lowing for the past twenty-five years. Address 
Box 549, care Boot and Shoe Recorder, 209 
So. State St., Chicago, Til 





FOR LEASE 


STORE 16 ft. x 100 ft. available January Ist. 
Ideal for family shoe store, heart of busi- 
ness district, New Britain, Conn. Inquire E. 
Simons, 359 West Main St., New Britain, 
Conn. 








SHOE DEPARTMENT: Will Lease Space 
for Popular Price Shoe Department on sec- 
ond Floor of Modernistic and ops Ladies’ 
Ready-to-Wear Specialty Shop. opular Prices. 
A-l tion in Gulf Port City or 80,000 Popu- 
lation. Financially responsible parties only. 
Live wire Management should do $75,000 to 
$125,000 per year. Address #547, care Boot 
& Shoe Recorder, 106 East 42ni Street, New 
York 17, He Y¥. 





CONCESSIONS WANTED 


Ladies’ shoe 
immediately. 
5842 Sheridan 





ONCESSIONS WANTED. 

and handbag concession wan’ 
Write details. Robert Adams, 
Road, Chicago, Il. 





WANTED TO PURCHASE 





 Cigreencan ng SHOE STORE—capable—40,000 

p—New York or vicinity 100 miles wanted. 
pat aes, #552, care Boot & Shoe Recorder, 100 
East 42nd Street, New York 17, N. Y. 











WANTED TO PURCHASE 


WANTED TO PURCHASE | 


WANTED TO PURCHASE 








— 


Quality Shoes for Men, Women 
and Children 





| BARIS BUYS for CASH 
me ot 


your Name and Brand since 1932 


BARIS SHOE CO. Inc. 


New York 7. WN. Y. 









ine ores 






| 
Short Term Leases Assumed 


Tel.: 








AD on Page 09 








CASH PAID FOR 
SHOE STORES 
CLOSE OUTS, JOB LOTS 
SHORT LEASES ASSUMED 


B. SABIN 


93 READE ST. NEW YORK 13, N. Y. 
Telephone WOrth 2-2515 








MY HOBBY 
Buying, Selling Shoes for 35 years 
CASH TOP PRICES 
Discontinued stocks 
HARRY HESS 


76 Reade Street New York 7, N. Y. 
Telephone: WOrth 2-896! 











SELL YOUR JOB LOTS 


SAM CAMITTA & SONS 


95 Reade St., New York 13, N. Y. 
Foremost Shoe Buyers Since 1906 
COrtlandt 7-6378-9 


TOP DOLLAR! 


FOR YOUR ODDS AND ENDS, CLOSEOUTS 
OR COMPLETE STOCKS 
EDDY SHOE COMPANY 
ALWAYS RELIABLE 


132 No. 4th St. Phila. 6, Pa. 
Phone: LO 3-9533 

















WILL BUY CLOSE OUTS AND 
COMPLETE STOCKS 
€. aod Shoes for Men, Women and 
For Cash 
BROITMAN-GAFFIN SHOES, INC. 
148 Duane Street, New York 7, N. Y. 
Telephone BEekman 3-7290 

















Buys Interest in New Jersey 


Shoe Company 


East RUTHERFORD, N. J.—Samuel M. 
Le Vine, president of Uncle Sam’s Shoe 
Stores in New Jersey, and chairman of 
the board of directors of Hobby Foot- 
wear, Inc., of Passaic, N. J., for five 
years until he resigned Jan. 1, has pur- 
chased a substantial interest in Cali 
Footwear Company, of East Ruther- 
ford, and has been elected treasurer of 
the company. The two latter companies 
manufacture similar lines of California 
process shoes for women and children 
in the volume price range with distri- 
bution chiefly to wholesalers and chain 
stores. 

Mr. Le Vine will design, style and sell 
the output of the Cali plant, with a ca- 
pacity of 50 cases per day, and will also 
buy all supplies and materials. Uncle 
S8am’s Shoe Stores will continue under 
the supervision of Mr. Le Vine’s son, 
Robert Le Vine, and of his general 
manager for many years, Harry Hertz- 
berg. 





European Company Opens 
In Canada 


: QuEBEc City, QuE—At Quebec City, 
in the premises formerly occupied by 


Consolidated Tanneries, Limited, a well- | 
known European Company which owns | 
and operates the Winwick Street Tan- 
nery in Warrington, Lancashire, En- 
gland, will soon start the tanning of 
leather for shoe uppers and some flex- 
ible insole-splits. 

Frank Horsky is manager of the new 
Quebec tannery, named the Superline 
Tanning Company, Limited. Jack Traub 
is vice-president, B. O. Tanzer, presi- 
dent of the company in Warrington, 
Lancashire, will also be president of 
the Canadian business. 

The company operated a large tan- 
nery in Czechoslovakia which was na- 
tionalized in November, 1948, by the 
Communist regime. They started their 
English tannery in 1939. 


Merchandise Credits 


In the article, “California Adds 
Sparkle to Your Inventory” in the Oc- 
tober 15th issue of the RECORDER, the 
following merchandise credits were 
omitted: All scarves, Herbert A. Pope; 
belts, Phil Sockett; jewelry, Altman- 
Blue Co.; mannikins, Decter Mannikin 
Co.; gloves, Hammer of Hollywood; 
shoe forms, Herbert Hanger. On page 
215, the separates ensemble came from 


GET TOP VALUE 


In Selling Your 


e SURPLUS STOCKS or 
e COMPLETE STORE 


CAMITTA SHOE CO. 


120 NO. 4th ST. PHILADELPHIA 6, PA. 
Phone Lombard 3-2062 








WE BUY 
SURPLUS AND COMPLETE STOCKS 
OF BETTER GRADE SHOES 
FOR CASH 
SHORT LEASES ASSUMED 


YOUR NAME AND BRAND 
PROTECTED 


IRVIN RUBIN, INC. 
“The House of Jobs" 
89 READE STREET 


New York City 
Phone BARCLAY 7-7887 











ARCH TYPE SHOES FOR Y, WOMEN 
AND CHILDREN. Close-outs or com- 
plete Stocks. Will pay top cash prices. 
STRAHL SHOE CO., Exporters and Import- 
ers, 1230 Fifth Avenue. San Diego, California. 


MEN 





SE 
TOP CASH PRICES 


FOR CANCELLATIONS, 
ODDS & ENDS, CLOSESUTS 
and COMPLETE STOCKS 
Quality Men's, Women's 
and Children's Shoes Wanted. 
BRAND NAMES PROTECTED 











: 
4 








Joseph Zukin, and the bags from 
Emmet of California. On page 218, 
the slack bag in the top photo was by 
Leslie of California; also the “Look- 
in” bag in the lower left photo; bags 
in the lower right photo were by Berne 
of Hollywood. On page 219, the taupe 
lace short formal in the photo at the 
top left was from Miguel of California, 
and the moss velvet formal in the top 
right photo by Cole of California. Bags 
in both these photos were from Leslie 
of California. 


New Tannery In Production 


QUEBEC CiTy, QUE.—La Tannerie Lau- 
rentienne, Inc., headed by M. Marcotte, 
which was formed some months ago, is 
now in operation at Pointe-Aux-Lievres, 
Quebec City, manufacturing upper 
leathers, chrome and retan. 
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MERCHANTS’ NEEDS 


MERCHANTS’ NEEDS | 


MERCHANTS’ NEEDS 





' 
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Sturdy Construction, will last a life time. 


WINDOW REACHER —A SALES —. 












3 feot lemgth........- $5.25 
5 feet lemath......-. 5.50 
7 feet lenath........ 5.75 
































Handy, durable clamp for 
displaying pairs in many 
positions. No display stand 
needed. Price per dozen... 


$6.00 
M. D. POLLINGER CO. 


HOLLAND BLDG. _ ST. LOUIS, MO. 

















International Raises Some 
Prices; Retail Not Affected 


St. Lovuis.—International Shoe Co. 
has revealed upward price adjustments 
cn parts of the lines of Vitality Shoe 
Co., Queen Quality Shoe Co. and Dor- 
othy Dodd Shoe Co. for Spring. Inter- 
tional, however, did not disclose the 
amounts of wholesale price changes, but 
stated they were transferring parts of. 
those lines into higher brackets in the 
price ladder. 

Retail prices were not affected, ex- 
cept for the Vitality Open Road line. 
No other price changes have been an- 
nounced by International. 


Huntley Spaulding Honored 
At Banquet 


PorRTSMOUTH, N. H.—In a tribute to 
“New Hampshire’s No. 1 Citizen,” 
Huntley N. Spaulding of Rochester, 
79-year-old head of the Spaulding Fibre 
Co., Inc., manufacturers of shoe count- 
ers, and former governor of New Hamp- 
shire, was honored at a big testimonial 
at the Rockingham Hotel here recently. 

More than 500 persons, including 
Gov. Sherman Adams, four former 
governors and the former Republican 
presidential aspirant, Harold E. Stas- 
sen of Minnesota, joined in paying trib- 
ute to “the grand old man” of the party. 
In addition to Mr. Stassen, other 
former governors attending the event 





November 1, 1949 





~—— 


PRICE TICKETS 








PRICE TICKETS bring sales! 


Many Colors—109 prices to choose from 
WRITE FOR FREE SAMPLES 
MERCHANT'S SERVICE DEPT. C 


BOOT AND SHOE RECORDER 


209 So. STATE ST. CHICAGO 4 














were Charles M. Dale and Robert O. 
Blood of New Hampshire, and Alvin 
T. Fuller of Massachusetts. 

Prior to the dinner, former Governor 
and Mrs. Spaulding met the guests at 
a reception held on the lawn of the 
historic John Paul Jones house, adjoin- 
ing the hotel. After the dinner, a social 
program was enjoyed at Wentworth- 
by-the-Sea in nearby New Castle. 





Shoe Manufacturer Retires 


QuEBEC, CAN.—A. E. Marois, foun- 
der of A. E. Marois, Limited, one of the 
largest shoe manufacturing firms in 
Canada, has retired after 60 years in 
the footwear business. In handing over 
operating control to his five sons, Alfred, 
Jules, Arthur, Eugene and Alexandre, 
he will retain a connection with the 
business as technical adviser. In 60 
years he has witnessed the change 
from mostly hand production of foot- 
wear with very few machine operations, 
to a complete mechanization and with 
hand work reduced to the lowest pos- 
sible extent. 


SS 


“British Leather Weeks” 
Planned to Boost Buying 


TORONTO, ONT.—To promote sales of 
British leather goods, a series of “Brit- 
ish Leather Weeks” will be held in Can- 
ada this Fall by the Leather, Footwear 
and Allied Industries Export Corpora- 
tion of London, an organization spon- 
sored by the British Board of Trade. 

During these “weeks,” department 
and leather goods stores will show and 
sell the newest designs and colors of 
luggage, footwear, handbags, gloves 
and dress accessories made by British 
manufacturers. 


NEW ADJUSTABLE 


Price a i= Pony Cup 


remains in 

desired posi- : 

tion at all for Price Tickets 

times. 

This is an ex- 

clusive pat- 

ented feature. 
$5 gross 

$2.75 
half gross 
M. D. POLLINGER CO. 


HOLLAND BLDG. ST. LOUIS, MO. 

















Hlats AND Yous 


YOUR 


ADVERTISING 


—if you advertise in newspapers 
write today for free samples of 


1. Sterling Shoe Mat Service 
An outstanding service of care- 
fully written copy, hs 
and beautiful art work for 
direct mail and newspaper 
advertising. 
a 


2. Vincent Edwards Idea Clipping 
Service 

Actual newspaper tear sheets of 

ads of shoe stores; you select 


the exact stores and cities you 
want to see or leave ok selec- 


eT 


$OPR 


NEWSPAPER, 





WINCENT EDWARDS & CO. 
World's largest advertising 
service organization 
342 Madison Ave. 
New York City 

















New Boot Factory In 
British Columbia 


VANCOUVER, B. C.—E. Viberg, foot- 
wear manufacturer of Shellbrook, Sas- 
katchewan, has left that province and 
is now manufacturing boots in British 
Columbia. He has established a factory 
in Prince George, where men’s work 
boots and logging boots will be pro- 
duced. The factory is now in full 
operation. 


Joyce Declares Dividend 


PASADENA, CALIF.—The board of di- 
rectors of Joyce, Inc., at their recent 
regular monthly meeting declared a 
ten-cent quarterly dividend on the com- 
mon stock. 
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the greatest customer making line 






















E. J. Koutnik of 
Koutnik and Schwartz 
Manitowoc and 
Sheboygan, Wis. 


Allen Edmonds shoes account for 75% 
of our men’s business —all grades 
considered.... 


... made their own way in competition 


with established lines .. . . 


... Splendid In-Stock service with com- 
plete run of sizes and widths. This, from 
Mr. Koutnik, is indeed a real compliment. 


The MacGregor; in choice 


Scotch Grain in Tan, Black, 
cor Sapacterg or Russia. Interesting wing 
tip. Waterproofed full double 
sole . . . $17.95 


S) a a E C 0 A p 0 A AT] 0 N “ mies * > Other styles, $16.95 to $19.956 
@ seicium. wisconsin: a Saag 
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INDEX TO 
ADVERTISERS 
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og a their comfort, style, and wear. 


And will they sell? 
Man-oh-man, just buy 
em and try ’em. We've 
heard from a lot of con- 
tented customers in the 
last few months and 
they all tell us “You 
can’t beat Sebago-Mocs 
for sales”. 

Remember, too, there's 


no need to worry about 
supply because— 





TAKE [T... EASY 


with SEBAGO-MOCS 


Here are “Made-in-Maine” moccasins that will 
— play a tune on your cash register. They’re 
alias, dhe the moccasins that every man will 


They’re Always in Stock 
at SEBAGO-MOC 






Style 902 
$4.85 


@ Neolite Sole 





SIZES 


B, 7-13 C and D, 6-13 


@ Steel Shank 


@ Welt Construction 





Style 902 A, 8-13 


Size 13—75 cents extra. Service charge on 


orders for 3 pairs or less—25 cents 


@ Skillfully Machine 
Sewn 








SEBAGO-MOC 
COMPANY 
WESTBROOK. MAINE 





OFFICES 


NEW YORK, 534 MARBRIDGE BLDG. | 
LOS ANGELES, 505 HAAS BLDG. 
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rinkle-Free Toe Linings 
AND NO QUESTION ABOUT IT! 























BUILD COMFORT AND SALES WITH *CELASTIC! 


For over twenty years Celastic box toes have brought positive 
toe comfort to men, women and children. The assurance that 








toe linings are permanently secure ... in one style or one hun 4 —__ gt 
dred . . . in one shoe or one million, is the Celastic contribution SOx TOE& 


to toe comfort. Good will and consumer satisfaction accumu- yayitep SHOE MACHINERY 
lated by year after year of Celastic performance prove that it’s CORPORATION 
good business to provide your customers with the best. BOSTON, MASSACHUSETTS 


*“CELASTIC” is a registered trade-mark of the Celastic Corporation 
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Better get set for a big 
PATENT season ... 


The biggest Patent Leather 









is season in many a moon is 


f poming up. And, remember, for women’s, 

Y/ a . 
misses’ and children’s styles, for 

men’s dress shoes and slippers, 


there’s no leather as popular as Colonial 





Remember it’s ‘Potent Pending for 1950” Patent. Whichever you make, the 


and it’s use of Colonial Patent is sure 


C clenial for the 


Best Patent Leather Shoes. 


to step up your spring sales. 





\ ne. BOSTON 11, MASSACHUSETTS 











Not Just "REPEATERS" 








GERBERICH customers come Back YEAR AFTER YEAR 


Wir a first sale of a pair of Youth's size 12!/2-3, the Gerberich Dealer starts an investment of time 


and care in fitting that continues to pay dividends even after the youngster grows to manhood and 


graduates into his Men's department. Long in sizes, styles and profits, the Gerberich line wins cus- 
tomers for dealers and keeps them coming through Boys |-6 to Big Boys 6!/2-11; no wonder Gerberichs 


continue to be “America's most popular line of boys’ shoes" with consumers and dealers alike. 


YOUTHS 
12l/y-3 


BOYS 


1-6 


BIG BOYS 





GERBERICH- 
PAYNE SHOE COQ. 











